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uch Proofs 


Through the aid of a reader of 
front Page Detective, the FBI 
picked up a fugitive wanted for 
stealing 13 cars. Thirteen always 
was an unlucky number. 
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“Profits Inadequate, Axton- 
Fisher Plans to Liquidate,” head- 
lines ADVERTISING AGE. 

Now the stockholders can start 
rolling their own. 


. a © 


British advertising agencies fight 
move to cut out agency commis- 
sions, says a news story. No won- 
der—they don’t believe in fighting 
this war on more than two fronts. 


ed, eae 


Wonder Woman is now working 
the same side of the street as 
Superman, and it would be a swell 
idea if they could get together and 
start a flock of little super-dupers. 


, F F 


Superstition, even in its more 
plausible forms, says Hygeia, is 
being surely supplanted by en- 
lightenment. Yes, but did you 
fever try going into a crap game 
vithout a rabbit’s foot? 


7 =. 


Some salesmen, says Philip 
Frank, can make you feel they’re 
doing you a favor by letting you 
buy. And if they’re in the adver- 
ising business, they probably are. 


vy a) oe 


d the New York Journal-Ameri- 
n,a lot of people attended Judy 
arland’s recent house worming. 
Whatsamatter, termites? 


“gle to Louella O. Parsons 
a : 
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A Los Angeles bank is supplying 

ouvenir postcards for mailing to 
ut-of-town friends and relatives, 
nd instead of the usual bathing 
irl will no doubt illustrate a still 
ife of some lovely fresh cash. 
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TLANTIC CITY JUNE-MOON STORY 
She: Does the moon influence 


He: I don’t know, honey, but it 
sure influences the untied. 


7 Vv 
The A. C. Nielsen Company, 


Which has operated in the United 
lates and the United Kingdom, 


hae 


aid has just expanded into Can- 
ada, is planning new services for 
téw countries. To a market re- 
searcher, it’s a small world. 


ae 


Mandel’s, leading Chicago de- 
partment store, will spend $75,000 
. the next year to advertise na- 
Honal brands. This is cooperative 
Mdvertising, all right, but not the 


Ind the manufacturers are accus- 
Omed to. 


vgv¥segy? 


| Gothic, the watch you can drop 
Ind it won’t stop, can take a lick- 
he and keep on ticking. What are 
ey trying to do, get ready for 
hew wave of technological un- 
mployment? 
Copy Cus. 


Newspapers Square 
Away for Greater 


Postwar Selling 


Will Expand Service 
to Advertisers; Manz 
Named President 


(Pictures on Page 63) 

New York, June 7.—Greater 
cooperation with advertisers and 
agencies, and among the news- 
papers themselves, to strengthen 
the newspaper medium to meet 
postwar conditions, was projected 
by Newspaper Advertising Execu- 
tives Association at its annual 


meeting, which wound up here 
today. 
Henry W. Manz, advertising 


director, Cincinnati Post, was ad- 
vanced from first vice-president 
to president of the association, 
succeeding Wil- 
liam Wallace, 
Toronto Star, 
who declined a 
second term. 
Robert K. Drew, 
Milwaukee 
Journal, was 
moved up from 
second to Ist 
vice - president, 
and James R. 
Brumby, At- 
lanta Journal, 
was named 2nd 
vice-president. Irving C. Bunt- 
man of Milwaukee continues as 
secretary-treasurer. 

New directors are H. V. Manzer, 
Worcester Telegram-Gazette; Au- 
brey F. Murray, New Orleans 
Times-Picayune; R. H. Carson, 
Raleigh News and Observer, and 
Mr. Wallace. 


Vote Dues Increase 


To provide for expanded service 
to members in research, promotion 
and otherwise, the convention 
voted to increase dues in several 
classifications, according to news- 
paper circulation, to provide an- 
nual revenue of more than $10,000. 
In the last year, NAEA has had a 
net increase of about 100 in mem- 
bership, to 550. 

The postwar potentialities of 
newspapers are great, Paul B. 
West, president of Association of 
National Advertisers, told the 
association. More advertisers are 
considering the use of newspapers 
now, he explained, provided news- 
papers will cooperate more in 
helping to meet their wartime 
advertising problems. 

Specifically, Mr. West urged the 
newspaper executives to: 

“1. Do everything you possibly 
can to plan your papers farther 
in advance. 

“2. Develop closer cooperation 
between the people who sell space 


(Continued on Page 60) 


Henry W. Manz 


Bidding for Space 


in House Magazines. 
See ‘Private Lines,’ 
Page 16. Other features: 


Adfolk in the Armed Forces........ 30 
tinh eS hd5.o08 sak eccs ee 12 
Editorials ..... Pais i » 
Business Paper Figures............. 44 
Feature Page ....... aa 
Getting Personal ..... oe Cam 
Information for Advertisers... 12 
In Washington . A Ay ree 42 
Photographic Review ..... 5 
Postwar Planning .. 9 
i 
Voice of the Advertiser ape 28 


What news will Gen. Eisenhower 


Back the Attack /- BOY WORE THAN BEFORE! 


INVASION COPY—This is a special 
Treasury Department invasion adver- 
tisement, the first of five rushed into 
action for the 5th War Loan drive 
being launched officially today. 


Radio, Newspapers 
Forego Profits 
on Invasion Day 


(Picture on Page 63) 

New York, June 8.—Newspapers, 
radio stations and chains let ad- 
vertising go by the boards—as was 
generally anticipated—in order to 
meet insatiable demands for inva- 
sion news this week, with the pat- 
tern in New York being fairly 
typical of the country as a whole. 

The general attitude was that 
nothing must be permitted to 
interfere with news coverage of 
the great event, and newspapers 
sacrificed advertising whenever 
necessary to print the editions de- 
manded by the public, while radio 
stations and networks tossed pro- 
grams off the air with abandon to 
substitute news accounts and com- 
mentaries. 

In most cases, scheduled broad- 
casts were continued after noon 
on D-Day, but credits to sponsors 
were held to a minimum and in 


(Continued on Page 57) 


Hormel’s Ad Costs Story 
for Spam Is Big Success 


See Closer Watch 


on Ad Allowances 
for ‘War Babies’ 


Board Revamps Rules; 


Expect Some Producers 
Will Benefit 


Washington, June 7.—Advertis- 
ing allowances in the renegotiation 
of war contracts will be linked 
more closely than ever to past 
practices of the. company, as a 
result of new regulations an- 
nounced today by the War Con- 
tracts Pricing Board. 

Provisions of the renegotiation 
rules, relative to advertising, had 
been reworded and expanded, re- 
flecting the feeling common here 
that adjustment boards will scru- 
tinize claims closely in future set- 
tlements. 

The changes were in no way a 
“crackdown,” however, for in 
many respects they appeared to 
work for the benefit of the con- 
tractor, particularly in clarifying 
his right to claim allowances for 
a portion of his product adver- 
tising. 

Particularly when applied to 
firms which had suspended or cur- 
tailed production of their regular 
peacetime lines in order to do war 
work, this provision insures that 
an amount of product advertising 
“not inconsistent with the past 
practices of the company” shall be 
accepted as essentially institutional 
advertising, and allocated partly 
to war contract. 


‘War Babies’ to Be Watched 


For the most part the rules are 
merely a rewording of existing 


(Continued on Page 59) 


McDonald, Chicago. 


Last Minute News Flashes 


AMA Asks Commerce Dept. ‘44, ‘45 Census 


Philadelphia, June 9.—The American Marketing Association today 
adopted a resolution urging the Department of Commerce to produce 
a census of manufactures covering 1945, a census of distribution during 
1945, a census of population during the same year, and an agricultural 
census during 1944, asserting that such statistical data will be of tre- 
mendous value to business during the transition. The AMA offered to 
assist in this work in any way possible. 


Goodyear Plans Dealer Co-op Outdoor Campaign 


Akron, June 9.—Goodyear Tire & Rubber Company, in cooperation 
with its dealers, will employ a nationwide outdoor campaign of 24-sheet 
posters during July, August and September. Some 5,000 posters will be 
used, with 494 dealers and company stores in as many cities and towns 
thus far agreeing to cooperate. Goodyear will furnish the posters and 
pay 50% of the space cost. N. W. Ayer & Son is the agency. 


Krautter Joins Henri, Hurst & McDonald as V.P. 
Chicago, June 9.—L. Martin Krautter, vice-president of Stockton, 
West, Burkhart, Inc., Cincinnati, for the past two years and previously 
advertising and sales promotion manager of Crosley Corporation, has 
been named a vice-president and account executive of Henri, Hurst & 


Fire Insurance Co.'s Plan Blue Network Series 


New York, June 9.—The National Board of Fire Underwriters will 
enter radio July 22 for the first time with a series of news commen- 


taries by Leland Stowe, war correspondent, on about 75 Blue stations, 


Saturdays 7:15-7:30 p. m. MacFarland, Aveyard & Co. is the agency. 


Charts Used by BBDO 
Minneapolis Chief to 
Make Campaign Clear 


_ Austin, Minn., June 8.—Geo. A. 
Hormel & Co., whose Spam has 
become a household word in one 
of the ablest sales‘and advertising 
campaigns in advertising history, 
and the Minneapolis office of 
BBDO, the agency which played 
and continues to play a key role 
in that campaign, this week re- 
leased the story of a new twist in 
employe and public relations—the 
first successful attempt to explain 
to the man on the street in his 
own language what advertising is 
all about. 

Henry Haupt, Minneapolis 
BBDO head, is the sparkplug of 
the story, which started out to be 
an explanation to Hormel plant 


share in Hormel profits makes 
them intensely interested in what 
happens to company expenditures 
and profits. 

Mr. Haupt for years had ‘been 
puzzling about this question: Why 
is advertising, whose impact hits 
2very American 
able to see or 
hear, such a 
mysterious and 
often sinister 
influence for 
many Ameri- 
cans, a point of 
view which is 
fertile ground 
for anti-adver- 
tising attacks? 
Why, says Mr. 
Haupt, should 
advertisers and 
goods and services seem so dis- 
interested or helpless in selling 
agencies, so versatile in selling 
advertising itself in an under- 
standable, friendly fashion to the 
real beneficiaries of it... the peo- 
ple? 


Uses Series of Charts 


So, in odd moments, he con- 
ceived and gathered a series of 
charts using pictures and cartoons, 
with a minimum of copy and fig- 
ures, which would dramatize for 
listeners not a magical, fantastic 
puzzle, but a business, with its own 
skills, fund of knowledge and 
techniques—and a wholly under- 
standable system of getting results. 

According to the report on the 
presentation in “Squeal,’ Hormel 
house magazine, few firms have 
been as closely and continuously 
identified with a company as has 
BBDO with Hormel, and the 
agency has been kept thoroughly 
familiar with the company’s for- 
ward looking employe relations 
program. So when Park Dough- 
erty, head of the Flavor-Sealed 
division, asked Mr. Haupt, who 
handles the account, to discuss 
Spam advertising with the key 
plant workers, he decided his chart 
idea would get a tryout. He hastily 
gathered what charts he had, 
added some more specifically on 
Spam, and made the presentation. 

His first audiences arose without 
demonstration or comment. But 
about a week later came word that 
the story had created such interest 
that others would like to see it. 
Within the succeeding two or three 
weeks, groups from all over the 
plant had heard the story put on 
by Mr. Haupt or Joseph McCor- 
mick of the company’s merchan- 
dising department. A smaller edi- 
tion has been used in the field for 


Henry Haupt 


supervisors and foremen, whose . 
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some of the company’s sales meet- 
ings. 

Realizing that the story, though 
well received, might be forgotten, 
and certainly all the questions in 
the recipients’ minds could not 
have been answered in a 45- 
minute discussion, a questionnaire 
on sales, product research and 
advertising was prepared and dis- 
tributed at subsequent meetings. 
Response was entirely voluntary 
and interest in more information 
was apparently high. Over 96% 
of the men answering wanted to 
know more about the _ subject. 
Individual queries were solicited 
and a sizable number of interest- 
ing and shrewd questions came in. 
Each was answered in detail and 
the interest indicated in major 
phases will give the company a 
continuous program of sales and 
advertising discussions with their 
plant foremen and supervisors. 


Fame of Story Spreads 


Somehow word of the story got 
around and recently Mr. Haupt has 
presented “How Much Spam Ad- 
vertising Really Costs” to a num- 
ber of groups .. . the staff of the 
Minneapolis Star Journal and Tri- 
bune, the Industrial Advertising 


Association, the Northwest Coun- 
cil of Advertising Agencies, the 
Minneapolis Ad Club Clinic, Man- 
ufacturers Representatives Asso- 
ciation and others. He was really 
startled when a strongly conserva- 
tive group of business men rose to 
applaud and then stayed to discuss 
advertising for an hour and ten 
minutes after the meeting was ad- 
journed. 

Though less than a dozen groups 
have heard the story, its fame has 
spread south into Iowa and other 
points as far east as New York. 
Two national distributors are 
working on similar stories for 
their employes, which cheers Mr. 
Haupt enormously, because, as he 
says, “If we just get every adver- 
tiser to tell his story to his own 
employes, we could go a long way 
toward leavening the loaf of 
consumer misunderstanding and 
antagonism toward advertising. 
Further, it has been good business 
practice for years to take the sales 
force through the factory; why 
wouldn’t it be extremely beneficial 
to take the production folks 
‘through’ the sales and advertising 
departments?” 

The presentation, with Mr. 
Haupt dishing out appropriate 


comments, aims to answer every 
conceivable question the ordinary 
person might have to ask about a 
powerful social force—and answer 
them in a way that implicitly 
affirms the vitality of free enter- 
prise and the importance to our 
economy of major business opera- 
tions, which alone can accumulate 
the funds for research, product de- 
velopment, and promotion needed 
to improve and distribute the 
products that make possible our 
high standard of living. 

The presentation is a series of 
hinged charts, some 30 of them, 
each about 3 x 2 feet, and each 
devoted to answering part or all 
of a question, with the whole affair 
organized into an intelligible, easy 
to understand story. 


Break Down Ad Costs 


The discussion opens with a 
chart showing several cartooned 
faces expressing surprise about 
lump sum expenditures for adver- 
tising. “Gee, $8,500 for a page in 
the Post, that’s a lot of dough,” 
reads one caption. Additional 
charts and pithy comments from 
Mr. Haupt break down advertis- 
ing costs. 

“No one gets excited,” he points 


IT COSTS APPROXIMATELY 


Advertising Age, June 12, 19 
14¢ to mail o Postcard 


24¢ to mail a Circulor Letter 
44+ to mail a Ist Class Letter 


Cost per 1000 #45 
Cost per person .0049 


Cost per 1000 4/24 
Cost per person .OO12 


HORMEL'S AD COSTS—in presenting 


person on delivered circulation as compared to delivered cost of a postcard 

or letter on which it has no factual data regarding multiple readership. Verbal | 

examples are given of the multipie readership of magazines, tying magazine 
costs in with radio examples where multiple listenership is shown. 


@ nite—24 people listen per tomeenpaalll 
Cost per 1000 $112 
Cost per person .00} 


this chart, Hormel bases the cost per 


out, “when we hear that Mrs. 
Jones spent $60 on postcard ad- 
vertising to sell her cookies, after 
she decided to augment the family 
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HE per capita consumption of medicinals in Latin America 
exceeds that in the United States. Endemic diseases, hy- 
gienic conditions, dietary habits are some of the factors causing 


this. 


Europe first took advantage of this productive market; numer- 
ous enterprising U. S. manufacturers have found larger net 


profit there than here. 


Now, the opportunity is doubled since the most important 
European suppliers are eliminated—probably permanently. 


Ex FARMACEUTICO is in the 20th year of its service in building a 
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PROFITABLE 
TERRITORY 


bridge to Latin American drug and chemical markets. Month 
after month it has interpreted the standards of U. S. pharma- 


ceutical manufacture, the quality of our research. 


It has 


steadily shifted Latin American thinking from East to North. 


Ev Farmaceutico is the only drug publication sent from this 


country to Latin America. It penetrates all branches of the 


field. Because its pages provide information vital to the drug- 
gist, distributor, manufacturer and laboratory technician, the 


advertising accompanying them is read and kept. 


A list of these advertisers is a “Blue List” of the pharmaceutical 


and chemical industry of the United States. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


gupuesTeia 


INTERNACIO 


THGENIERIA 


if 


CANsTRUCCION 


romans 


F Anerteame 


FARMALEOTICO 


blished monthly in § - 
Fah, circulates to’ the Latin 


American industrial and en- American construction and paid 
neerfng, governmental and engineering, governmental 
mporting paid subscriber and importing paid  sub- trans 


readers. 


scriber readers. 


ublished monthly in Span- ublished monthly in Eng- 
sh, circulates to the Latin fi 


Africa, 


sh and circulating on a 
subscription basis to 
the automotive trade and 
ort field in Asia, 
urope and Oceania. 


paid subscription 

the automotive trade 
transport field in 
America. 


ublished monthly in Span- 
fh and _ circulatin - .. 
s to 


Latin 


published monthly in Span- 
ish and circulating on a 
paid subscription basis to 
the drug trade and health 
field in Latin America. a 


and 


income. We think of postcards jn 
terms of unit costs. 
“But many people are aston. 
ished and do get excited when 
they learn that a page in the Pos; 
costs $8,500, a Time back cover 
over $6,000 and a 1/3-page ad in 
the newspaper supplements like 
Puck and Metro over $19,000. 
“That seems like a lot of money, 
But when a product like Spam 
broadens its market from a tow 
like Austin in which the postcard 
method may well be effective and 
competitively economical, across 
the nation cultivating a market of 
over 20,000,000 urban families, 
then such advertising is NOT ex- 
pensive ... it’s many times 
cheaper than the postcard method, 
Advertising media have developed 
‘mass production’ methods of man- 
ufacturing and distribution, and 
with those methods, like mass pro- 
duction, manufacturers have pro- 
duced the lowest cost advertising 
vehicles and methods yet known. 
A four-color Time back cover, 
relatively high cost, is delivered to 
over a million circulation at 49/10 
of a cent per copy ...a Ladies 
Home Journal four-color half page 
goes to over 4,000,000 at 18/100 of 
a cent per copy that Puck 
and Metro four-color 1/3 page 
goes to over 17,000,000 at 12/100 of 
a cent per copy, etc. 


Cites Effectiveness 


“But it isn’t only the cost that 
counts. The color advertisement, 
with beauty, appetite appeal, plus 
the influence of highly regarded 
publication, is tremendously more 
effective than any postcard, 

“When the news got out that a 
network radio show cost $28,000 
for just one half hour a week, it 
caused much astonishment. That 
sum would buy 20 cars at war- 
time prices . . . build four or five 
prewar homes. How costly to the 
advertiser! Yet, accurate surveys 
were proving that in 10,000,00) 
homes, 25,000,000 people wer 
hearing that show each Sunday 
evening. The cost of reaching 
these people was 1/10 of a cet! 
per person. } 

“Compare that to a_ postcard, 
says Mr. Haupt. “Which would you 
choose, a half hour of entertail- 
ment, a cast with millions o 
friends and two or three produt 
sales messages—or a_ postcard, # 
ten times the cost?” 


Dispels Ad ‘Magic’ 

Mr. Haupt then takes up fe 
question of the alleged “magi¢ ,™ 
advertising and a chart showilé 
a puzzled copywriter, pencil ® 
mouth, with a number of question 
scattered about as to what app 
might be used — and obvious! 
little or no idea about which CoP) 
appeal would be most effective. 
“That was the old way of P 
paring advertising campaigns~ 
with the agencies and clients m0 
or less sitting in their own offic 
looking out the windows. In 4 
relatively short period of y® 
testing techniques have been 
veloped by agencies, advertis 
and independent sources. Adve! 
tising isn’t a lot of mystery, Pl 
offices and expensive nonsem 
We, like others in industry, W® 
8 to 10 hours a day and then Som) 
We travel and work with many’ 
your people ... with them we 
tact your wholesaler, retailer ™ 


(Continued on Page 58) 
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Modern Industry 


LUNCH TABLE 


TOPICS 


Selected from June 15th, 


pears on page 48 of the| 
June 15th issue is, “Pension 
Plans—Good, Bad, and Le- 
gal.” » » Management has 
been wanting simplified 
pointers on types of pen- 
sion plans, costs under tax 
previsions, Treasury opin- 
ions, probable future of 
1944 pensioning. » » Prior to the 
war, the Treasury Depart- 
ment had a record of only 
415 pension plans in U. S. 


Ten Goals for Movies Industrial 
film progress had been slow since 
1911 when International Harvester 
made the first flicker with a com- 
pany purpose. » » Prewar, only 50 
companies throughout the entire 
country had any type of film pro- 


Industry. » » The number 
has jumped to 6,000 and is still grow- 
ing. » » In 40-X almost every company 
will have some kind of retirement 
plan for employees in order to keep 
the road clear for younger people 
while at the same time treating the 


deserve. » » This kind of planning | sensus indicates an expectancy that 
50% of the old sales force will re- 
quire replacement » » In one poll 
of 437 prewar salesmen now en- 
gaged in war production, only 138 
said they wanted to go back to 
selling » » Interviews bear out that 
the real task of recruiting salesmen 
for postwar falls upon the shoul- 
ders of individual employers, too 
few of whom are effectively keep- 
focus, Modern Industry’s Distribu- ing in touch with employees in centers plus our news bureaus in New 
tion Editor Steve Booke visited| Service and encouraging their en- || York, Chicago and Washington will 
Fort Dix, N. J. and interviewed| thusiasm for peacetime selling jobs 
more than a score of soldiers who|* » However, companies won’t have 
held positions as salesmen or sales| too tough a time winning back 
managers prior to joining the Army| their sales representatives if the 
» » A lot of ex-salesmen are going| right techniques are used » » “Will 
to stay ex » » In the opinion of|G. I. Joe Come Home to Sell?” on 
company sales executives, also in-| page 38 of the June 15th issue 


keeps morale at proper levels. 


Over the Hill Life in the armed 
services is working a metamorpho- 
sis in salesmen turned G. I. Joes » » 
To study these changes in sharper 


ANNOUNCING — 


DISTRIBUTION 
NEWSLETTER 


Modern Industry is happy to announce 
a new publication. The Distribution 
Newsletter will come to you as a 4- 
page weekly letter plus a pictorial sup- 
plement. Purpose: to help readers sell 
and distribute more goods... at lower 
cost. Method: Sixty-seven field-report- 
ers, located in strategic marketing 


pon the facts . . . not rumors! Cost: 
he subscription price is $25. includ- 
ing research reports, specially prepared 
as a reader-service. If after reading 3 
issues of the Newsletter you do not 
want to continue your subscription, we 
will cheerfully cancel your bill or re- 
fund payment without question. We 
are not printing sample copies. 


MAGAZINES oe aeoret. INC. 
ept. 
347 Madison Avenue, New York 17 
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gram. » » Now-since Pearl Har- 


old faithfuls in a way they really 


terviewed in this study, the con-! warrants careful reading. 


por, 5,000 companies are movie- 
making. » » War has been a great 
stimulus. » » Signal Corps records 
indicate that training time can be 
reduced as much as 60% with a 
film program in operation. » » 
When films are used for the sales- 
training program, it is reported 
that the efficiency of the marginal 
salesmen (those who are not 
world-beaters, not bad enough to 


be fired) steps up 3% to 37%. » » 
Ruth Fyne, Modern Industry’s Re- 
search Editor, prepared a compre- 
hensive report on Movies which 
appears on page 33, June 15th is- 
sue. » » It points up ten manage- 
ment purposes which modern use 
of films is accomplishing today; 
covers the pitfalls for the happy 
but unwary; predicts great use of 
industrial films in speeding recon- 
version and re-adapting manpower. 
» » Tells how demonstration pic- 
tures with sound tracks in foreign 
languages will hurdle some of the 
complexities of developing foreign 
trade. » » Discusses movie costs 
and making methods based on re- 
searching the material for this 
article in the field, in person. 


Pension Plans A three-man team 
of Modern Industry staff-editors, 
Kirk Earnshaw, Arthur Pearce and 
Dan Maué, surveyed this popular 
subject and put their report in non- 
technical, everyday English. » » A 
pat title for the article which ap- 


MORE OUTPUT AT LOWER COST, 
Modern Industry's department of pro- 
duction, is aimed to aid, inspire and 
inform plant management men... on 
Stepping up productivity, improving 
quality, cutting costs of products and 
Operations, 


}j H.E. (BILL) BLANK Jr. 
Technical Editor 


HIS JOB: Technical Editor Bill 
Blank, one of our senior staff-editors, 
aided by certain technically-trained 
members of the staff, unearths, re- 
Ports and interprets the significant 
new developments in manufacturin 
equipment, processés, techniques an 
methods. As an engineering graduate 
with industrial plant experience and 
an industrial writing background of 
considerable depth, Bill's specialty 
is making a reading treat of tech- 
nologies. He tells the true story of 
complicated, technical situations in 
words and pictures that everyone can 
understand. And by everyone, Bill 
includes the guy from M.I.T. and 
the foreman from P. S. 84. Like all 

I staff-editors, Bill puts in thou- 
sands of miles of field-travel taking 
him to the largest plants and also to 
the loft buildings and abandoned 
Rarages where, says Bill, some of 
the best ideas for all industry are 
Perking. You'll find Bill Blank pres- 
ent at meetings of the national tech- 
Mical societies and participating in 


their important activities. 
Modern Industry 


They Were Challenged... 
and What Happened ? 


HEN PRODUCTION GOALS were flung at 
\y industry like so many gauntlets of 
challenge, manufacturers embarked on 
tours of discovery. They sought, developed, 
borrowed, invented—methods, machinery, 
materials, manpower techniques to demon- 
strate that American industry could per- 
form the gargantuan task assigned to it. 
Naturally, they experienced all the head- 
aches and thrills of adventuring. 


And as all industry recognized and exulted 
in its new stature, an endless chain of new, 
new, new was forged. New processes, new 
materials, new equipment ... and new 
thinking. 

That's how a new versatility was born, Tt 
did not exist prewar. 


How much Modern Industry has helped 
industry to conceive this new versatility, 
both through its editorial and its advertis- 
ing columns, is evidenced by the ,ever- 
mounting mass of reader-correspondence 
directed to us, to our advertisers, to firms 


mentioned editorially. Readers rely on 
Modern Industry as a clearing house. They 
request reprint privileges . . . call for ad- 
ditional authoritative information . . . can 
you, will you, where... 


Common Understanding Opens All Doors 
Through a new kind of “interpretive and 
pictorial journalism” the word and picture 
record of industrial progress has been 
brought to 50,000 management men in the 
most important 31,500 manufacturing 
plants. 


Every article is field-researched by Modern 
Industry staff-editors in person. And to 
build a Modern Industry article calls for 
lots of traveling, practically a mile a word! 
Travel and dig . . . plus plenty of eye- 
witnessing,—that’s our editorial formula in 
a capsule. 


NOW, Modern Industry’s sharp editorial 
techniques are pointing up Marketing and 
Distribution for 40-X with increasing em- 
phasis as the tide is changing. Selling is a 


key word for the period ahead. Production 
and distribution executives see their joint 
future as team-working partners, working 
in double-harness to keep the coming 
peacetime goods volume at peak produc- 
tion levels. 


And Modern Industry, alone, provides their 
common meeting ground . . . keeps on 
stimulating their new-born versatility. 


Let’s see what the June 15th issue 
has for the sales-minded 


(1) MOVIES ... for Sales, for Manpower 
Training; () Lick Vibration—and Cut 
Product and Plant Costs; [1] Glass Lam- 
inates and Textiles for Product Plan- 
ners; [] Pension Plans — Good, Bad, 
and Legal; [J Will G. I. Joe Come Home 
to Sell? 


Modern Industry 
The Staff-written Magasine of Interpretive fournalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street «+ 


ATLANTA 3: 1722 Rhodes-Haverty Building 


« LOS ANGELES 14: 403 West 8th Street 
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To help out overcrowded Printers’ Ink this month, we relinquished our 
regular space in order to make available 1% pages for other ad- 
vertisers. Our series will resume in Printers’ Ink July 14th issue 
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NFSE Plans Drive 
fo Sell ‘Selling 
as a Career’ 


Chicago, June 8.—A nationwide 
project to popularize “Selling as a 
Career” and to recruit “the army 
of salesmen” business will need to 
maintain high level postwar pro- 
duction and _ distribution was 
approved at the closing session 
today of the National Federation 
of Sales Executives’ ninth annual 
convention and second wartime 
conference. 

The comprehensive program, 
designed to reach into every cor- 
ner of the country, was initiated 
by NFSE’s national postwar action 
committee. The project was re- 
ferred to the executive committee 
with the recommendation that it 
be put into effect with the coopera- 
tion of the organization’s 56 affili- 
ated clubs, numbering 6,000 mem- 
bers. The program is an outgrowth 


of the postwar sales personnel proj- 
ect conducted by NFSE and the 
Committee for Economic Develop- 
ment to awaken business to the 
need of planning better procedures 
for selecting and training sales- 
men. 

Pointing out that interest in 
selling is at an all-time low, the 
committee declared that many 
persons, including teachers and 
others who influence career pref- 
erences, regard it as a “racket.” 


To Correct Fallacies 


The newly launched project pro- 
poses to: (1) correct the miscon- 
ceptions and fallacies abroad about 
selling as a career by telling the 
truth about the opportunities in 
the selling field; (2) convince sev- 
eral hundred thousand young men 
and women who have natural sell- 
ing qualifications that distribution 
and salesmanship will play a 
highly important part in postwar 
America; and (3) make it easy for 
them to enter selling, by providing 
better training facilities and a pro- 
gram for advancement. 

To achieve these objectives, the 
NFSE will work through national 
and local “Selling as a Career” 


committees. They will be called 
upon to gather factual material 
“to prove our case” that selling is 
an attractive business field to 
enter; to set up “Selling as a 
Career” clinics and meetings; and 
to cooperate with educational in- 
stitutions, at the college and sec- 
ondary school level, in arranging 
courses in salesmanship and cre- 
ating an acceptance among the 
faculties of such schools for dis- 
tribution and selling. 

The local groups will also seek 
to work with government agencies, 
parent-teacher associations, busi- 
ness and trade associations, and 
war veteran organizations and 
organize local publicity campaigns 
to emphasize postwar opportuni- 
ties for salesmen and point out the 
contributions salesmen make to 
community prosperity and prog- 
ress. 


To Aid Local Clubs 


The national organization pro- 
poses to assist local clubs by pro- 
viding them with meeting guides 
for organizing clinics; booklets for 
general distribution summarizing 
the results of the research and 
documenting the opportunities in 


They still smile 


when you mention Pore, 


@ Timé was, back in the old 
vaudeville days, when the very 
mention of the name Peoria 
would send Chicago audiences 
into gales of laughter. 


They still smile when you 
mention Peoria, BUT... 


But the smiling isn’t done by 
Chicago vaudeville audiences. 
It’s being done by the 61% more 
advertisers—that’s right, 61% 
more than a year ago—who 
are using WENR. 


And they’re smiling plenty over 
all the business WENR is pulling 
for them in Peoria, in Green Bay, 


a ~ a 


) . 


Who was that 


Lady I Saw You 
with in Peoria? 


Chicago's Basic Blue Network Station 


in South Bend, in Kalamazoo and 
every other market in WENR’s 
great primary coverage area. 


For WENR is not a “‘Chicago 
station.” It’s not even a Cook 
County station. It’s bigger than 
both. It covers no less than 
13,000,000 Americans in no less 
than four states—in no less than 
one tenth of the nation! 


So why shouldn’t WENR’s 61% 
more advertisers be smiling these 
days? If you were buying the 
second richest market in the 
world at the lowest cost per 1000 
families, wouldn’t you be smiling? 


890 kc.—50,000 watts—clear channel 


Owned and Operated by The Blue Network Company + Represented Nationally by Blue Spot Sales 
PITTSBURGH 


NEW YORK - 


CHICAGO 


* SAN FRANCISCO + HOLLYWOOD - 


DETROIT - 


postwar selling; and outlining 
talks to be given by members 
before various organizations. It is 
also proposed that a 20-minute 
film, tentatively entitled “Ameri- 
ca’s Salesmen,” be prepared by the 
NFSE. Nature of the film, it was 
said, would be such that any 
company employing salesmen 
could profitably use it for the in- 
doctrination of new _ salesmen; 
meetings of distributors’ salesmen; 
as a program feature at sales con- 
ventions; and in connection with 
recruiting activities. 

“Such a program,” the NFSE 
believes, “if energetically pursued, 
would increase the supply of sales- 
men in relation to the postwar 
demand; attract to selling young 
men of real leadership ability; 
neutralize the trend toward union- 
ization of salesmen; and above all, 
provide a national sales force able 
and adequate to assure a dynamic 
postwar America.” 


Distribution Chief Problem 


Speakers at the three-day meet- 
ing were agreed that America’s 
chief postwar problems will not 
be production, but distribution, 
and warned that business must 
prepare its selling plans now if 
prosperity is to be achieved. Indus- 
try, they said, can convert quickly 
to peacetime production, but con- 
cern was expressed over failure ot 
a reported 97% of the nation’s 
business organizations to establish 
programs in advance to train 
salesmen and sell goods. 

George S. Jones Jr., vice-presi- 
dent of Servel, Inc., Evansville, 
Ind., was elected president of 
NFSE to succeed Harry C. Ander- 
son, director of distribution for 
A. B. Dick Company, Chicago. 
The latter was named chairman 
of the board. Gene Flack, director 
of advertising and trade relations, 
Loose-Wiles Biscuit Company, 
New York, was named Ist vice- 
president. Harry White, execu- 
tive secretary, Sales Executives 
Club of New York, was elected 
secretary. 

The distinguished award of 
the Chicago Sales Executives Club 
was presented to the Zenith Radio 
Corporation for its notable sales, 
distribution and promotion 
achievements. 


Agency Moves Office 
Sherman & Marquette has moved 


its New York office from 30 to 10 
Rockefeller Plaza. 


Advertising Age, June 12, 1944 
‘Liberty’ Acquires 


3 Movie Magazines 


New York, June 8.—Liberty 
Magazine, Inc., today announced 
purchase of three screen publica. 
tions, Screenland, Silver Screen 
and Movie Show, from Hunter 
Publications, Inc. With this move 
the various publications directed 
by Paul Hunter are brought under 
one corporate setup. Prior tg 
August, 1942 when Mr. Hunter 
became president of Liberty, he 
was publisher of the three screen 
magazines which Liberty has now 
purchased. 

Under the new organizational 
setup Mr. Hunter continues ag 
president and publisher. He jg 
also sole stockholder, having ag. 
quired ownership of the entire 
corporate stock of Liberty Maga. 
zine, Inc., and Liberty of Canada 
Ltd. Edward Maher, vice-presj. 
dent and editor of Liberty, be. 
comes editorial director of the cor. 
poration; Homer Rockwell, hither- 
to executive vice - president of 
Hunter Publications, becomes a 
Liberty vice-president and adver. 
tising director of the entire enter- 
prise. 

This move marks the culmina- 
tion of efforts which began in Au- 
gust, 1942 when Mr. Hunter was 
called to head a new corporation 
to take over Liberty from Mac. 
fadden Publications. 


Reynolds Signs Savoy 


R. J. Reynolds Tobacco Com- 
pany, Winston-Salem, N. C., which 
last week announced a new pro- 
gram, “Camel Presents Harry 
Savoy,” starting June 15 on NBC, 
has pointed out that the program 
is “not a summer replacement in 
the usual sense.” The half-hour 
series, however, is scheduled for 
the 10 p.m. spot on NBC heretofore 
filled by Reynolds’ “Abbott & Cos- 
tello” show, which left the air 
for summer June 8. _ Starring 
comedian Harry Savoy, the pro- 
gram will also feature a chorus and 
orchestra not yet announced. Wil- 
liam Esty & Co., New York, is the 
agency. ’ 


Carlson to Henri, Hurst 


Herbert A. Carlson, former 
branch manager and account ex- 
ecutive for Bozell & Jacobs, has 
joined Henri, Hurst & McDonald, 
Chicago, as an account executive. 
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back for more. 


new advertisers in 


of broadcast time. 


J. H. MeGillvra, Ine. 


Representative 


AT CKLW, > in 


countless other good radio stations coast- 
to-coast, business is booming. BUT' today, 
as in years past, the big percentage of our 
advertisers are RENEWAL users of 
time, many of whom have expanded their 
efforts. Proving that we’ve done a job, 
based upon results —to keep ’em coming 


Also, we’re still finding ways to serve 


breaking demand for our 22-hours-daily 


Union Guardian Bldg., Detroit 


spite of the record 
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Fanned by war...America’s capacity to produce has reached an 
all-time high. Our farms and factories...our mills and mines...are 


producing goods at a rate hitherto undreamed of. 


How to harness this vast power...and channel it into the market 
places of peace... becomes our primary post-war problem. 
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that spell unemployment and depression. 
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ema Business Bt, Part of this job rests with advertising. By stimulating demand, 
unt ex- 7. © 
bs, has 


Donald, i * advertising quickens distribution. And in any such program, trade 
ecutive. 4 


—_——————— 


publication advertising must play the primary role. For trade publica- 
tions pass through the hands of the very men whose cooperation makes 
distribution easier and faster. It is, therefore, hazardous economy to 


by-pass the trade publication and address the consumer exclusively. 


Distribution will be the key to post-war prosperity. And trade 


advertising must be brought into play to help turn that key. 
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No 3rd Quarter 
Newsprint Cuts 
in Sight-WPB 


Washington, D. ‘C., June 8.— 
WPB provided newspaper pub- 
lishers with good news at their 
industry advisory committee meet- 
ing today, assuring them that un- 
less “unforeseen contingencies” 
develop, no additional newsprint 
reductions will be required in July, 
August and September. 

On the other hand, government 
representatives were unwilling to 
commit themselves for the fourth 
quarter of the year, pointing out 
that additional pulp and paper 
may be required for military use, 
“and no one can predict what ef- 
fect that would have on the sup- 


ply available for the newspape1 
industry.” 

Publishers had a full schedule 
for their two-day session, includ- 
ing new appeals regulations which 
set more rigid standards for the 
grant of extra paper on appeal. 


Extra Paper ‘Out’ 


Under the new standards, drawn 
up at the insistence of the Truman 
committee of the Senate, no extra 
paper would be allowed for such 
contingencies as increased adver- 
tising linage, returns, or to make 
up for losses in circulation result- 
ing from price changes during the 
base period, or to permit added 
news content. Some adjustment 
for important population increases 
are provided. 

The committee turned down an 
appeal from the Chicago Sun for 
extra paper for the political con- 


ventions, and also refused a re- 
quest from another publisher who 
wanted ex-quota paper to print 
war bond advertising. 

News about the third quarter 
situation was announced by) 
Arthur R. Treanor, director of the 
WPB printing and publishing di- 
vision, but further details were 
supplied by Guy E. Holt, admin- 
istrator of newsprint for Canada. 

Mr. Holt told the publishers 
that Canada would continue its 
usage of woodpulp during the 
third quarter on the same basis 
as the first half of the year, and 
that both pulpwood and paper 
would be available under the same 
conditions as of present. 


Rainfall Important 


Placing further doubt on fourth 
quarter prospects, Mr. Holt said 


the supply of pulp for the last part 


of the year would depend on water 
conditions during late summer, for 
rainfall governs the ability of 
wood cutters to float their prod- 
uct to the mills. 

Mr. Treanor announced that 
publishers would meet with Cana- 
dian newsprint manufacturers 


'June 20 and 21 to review the 30- 


pound newsprint situation. Ac- 
cording to Mr. Holt, use of 30- 
pound newsprint has resulted in a 
7.5% loss in production. He said 
mixed production of 30 and 32- 
pound paper would permit 185,000 
to 188,000 tons a month, com- 
pared with 210,000 tons of 32- 
pound paper exclusively. 

During the discussion of appeals 
regulations, representatives of tab- 
loid newspapers asked for special 
consideration for their papers on 
the grounds that tabloids carry a 
smaller quantity of news than 
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other papers, and suffer severe 
hardships in making their savings, 
Spokesmen for the tabloids were 
Robert L. Smith, Los Angeles 
News, and T. O. Thackery, New 
York Post. 


WPB REDUCES WEIGHTS 
OF PRINTING PAPERS 


Washington, June 7.— Further 
standardization and reduction of 
weights of printing papers, includ- 
ing several used in magazines, 
were announced today by WPB in 
an effort to conserve paper-mak- 
ing fibers. 

Among the papers affected were: 
uncoated English (machine) finish 
book papers, 25” by 28”, reduced 
from 45 to 40 pounds; uncoated 
supercalendered book papers, re. 
duced from 50 to 45 pounds. 

Coated book papers are now 
limited to a maximum weight of 
45 pounds for body stock for use 
inside publications and 62 pounds 
for cover stock. A number of 
groundwood papers were also ip. 
volved, with new weight reduc 
tions, and regulations on color, 


Chicago Ad Club 
Reelects Glen Miller 


M. Glen Miller, head of the ade 
vertising agency bearing his name 
has been reelected president of the 
Chicago Federated Advertising 
Club. Also reelected were Frag 
H. Jones Jr., advertising and sales 
promotion manager of Horderg 
Inc., secretary, and Chester [ 
Price, advertising and public 
manager, City National Bank 
Trust Company, treasurer. 

New officers are Norman ¢ 
Green, western manager, Crowell 
Collier Publishing Compdny, Ist 
vice - president; Karen Fladogs 
home service director, Peoples Gag 
Light & Coke Company, 2nd vice 
president; and Anson E. Meanor, 
western manager, aviation publi- 
cations, McGraw-Hill Publishing 
Company, 3rd vice-president. 
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The text of this advertisement consists, in ils entirety, of an unsolicited letter written by a midwestern school teacher to John Shuttleworth, editor cf True Detective and Master Detective. 

March 16, 1944. hands reached for it. That evening I visited a second hand 
book shop and bought enough True Detective Magazines for 
the entire room. 

The following two weeks I devoted our language 
periods to discussion of "Crime Does Not Pay and Why", 
stories from your magazine. I really was pleased and 
agreeably surprised how much the children had absorbed. 
During these two weeks not a single item had disappeared 
from the room! I hoped but with some misgivings that the 
lesson would be a lasting one...and believe it or not it 
was. Everything in our room is running on an even keel 
and best of all, NOT ONE CHILD has had a finger of 
suspicion pointed in his direction. Every month a new copy 
of True Detective joins the well—thumbed ones already 
in our library. 

I wish to thank the Editors of your excellent 
publication for doing a splendid work to 
alleviate crime and stop potential criminals 
before it is too late. I really feel that is 
exactly what happened in my school room. Please 
accept my sincere thanks and hope that you 
will continue to pursue your objective 
making the world realize that crime pays only 
in misery, heartache and wasted lives. 


True Detective, 
205 E. 42nd Street, - 
New York 17, N. Y. 


Dear Sir: 


A few months ago, I was quite perturbed about what 
was happening in my school room. A petty crime wave was in 
full swing...small articles had a habit of disappearing 
into thin air as well as money and war stamps. It worried 
me a great deal and I talked constantly about ill-gotten 
goods, all to no avail. I tried in every way possible 
without actually resorting to Gestapo methods to find out 
who the guilty children were, but was stymied at every turn. 

On my way home from school one evening, I dropped 
into a drug store and saw a copy of True Detective 
Magazine. As I glanced through it, I noticed 
an article on juvenile delinquency which 
intrigued me. I purchased the magazine and read b. — 
EVERYTHING in it, that night. I had never read BES ete 
a detective magazine before and was very favor-— in Sy 
ably impressed by the high caliber of the eee 
Stories and articles it contained. The next day eons 
I decided to try an experiment. I took the 
copy of True Detective Magazine to school with 
Me and placed it on our school book shelf. 
When our reading hour arrived, I noticed all 


bibeges 


* This is a photograph of the letter comprising 
the text of this advertisement. The original 
is in the files of the magazine. For oovious 

reasons identities have been withheld. 


JDEN MEN’S GROUP 
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Very truly yours, 
(name withheld)* 


TRUE DETECTIVE 
MASTER DETECTIVE 


ADEDSC 


er: “fauie oF. AND ITC VWAILILE 


. ‘ ‘ 


TO _ COCIETY_ 


ME rege 


3a 


1944 nasi ig i aia 
BD tne 29 7 eee 
singe DETECTIVE”, Cae 
yings, Aa Din ae 
‘were \ a Seta a . ee 
ew \ _—— (a i 
ae Le j 7 . ’ a ‘ee 
3 | oo | See. Si 
ce, | ed A 
irther ig we 
on of \ Wt ; x 
iclud- of oe aOONE? 
zines, j 3 Lee i : 
PB in a f ~ 
-mak- —— —_— 2 
were: . ee 
finish 4 ri i J 1] pay " 
‘duced rhe a5 
coated a 
‘Ss, Te- oe 
. — . 3 
» now = a 
ght of 
Or use a 
ounds “22a 
er of ' aot: 
iso in- Ra il | Gatos ae . - ae a ~ Sy ee ae a a a ee a ae ma ae - 
or | ia a. SE AS a , aa sere: ” { , Me. | Si onmn RG _ oe ye - _ i 
: i IS ay, ye. Be ‘“ we 4 pe eS a : 4 ge aay o oe _ 
oe ae an a ie, Ae, > ~ ugh ‘ a ee ae 4 . tg * - , | Mid aly » Degg Gees ae ia : 
: ps ee ee eS ee ne . be ? <i "Bes ” FPR Pe ' ae 
af mm “yt Ries Ae a a a 7 a 2 be — oe ie _ __ So) 7 oo Jy “ re | = at = : S . ; a aor ‘ 
Pe ae... eee Pern: |) a eee . \ Ze eercees, =k | 4 @ = 4 ee oe eo 
name, a ee ae ORE a — ES i a & a EES Ea ars ae ie pit 
of the ok et Ps : an et ee ee es : ee a al a a: f “er aif Ve 7 ee : - 4 ‘ 8 | 
>rtising ae he - is m sh me, = ae. Se a a iyi , oa ms . a oe é iy aN a a ; ; ak 
> Fred i. Me at a a We Gu, ” a ~~ ee .~%@, | 9 gig> , ude ae... a a pert : 
i re se pe eet = © a ae —— ee ee ee ee a 
ree hes aa: # el By ‘a ed s i & . ba 5% he of ‘- : gpode + Lom _ * a Be ae hs ae ue \ Rf FA i at me a <i sams % a ‘ 4 fe ies 
icity |i iim | , ee 861} ee . ae ee, aN _ |. ee | . 
sank — a ’ % re , a * : : as ¥ & 
year Fie hd ee ” oa e ss iuilala ; aa)? ae ; » he ; ; - my, cs + fA aA : 1 
fg iE i er. ie ie ? i ae >? 'g a oe Be be q ic ss Re By e Ee ‘ 
ian ©, “os = ew —— or _—. .. 4 eee af By te _—_ nad 
row 7 os Sj. a ee Se t ee - 
ny, Ist ss 4 j =! af f mig - . \ \) : , ‘ ta. a ph wai sel Se j ie lg ie Oe) _ Ws -— wit 
a ae oe We | . a aes WY EY & “SS \ e Ni a 
| ? : 3 “a q e : : _ q “4 ont E er i 
d vial -. o ,, A E Sing % _ a ‘ . Sd — ae . a es \ me “vy | es, 
? . : Ns ‘ > ie wn é 4 ‘nt %! fs id i es lif a sy ay J al i :. % e ie << i eam ~ i iy ’ i ‘ " . a es i" 
Vieanor, bes, ens — ‘ 4 bane 7 * ? . ! o - ia ¥  - id he ai PS ev ae Le it XY “ee ; ie 4 : ¥ :% Bee Mims) * 
; aaa oe! ; : 4 i sia JF . a anf i ; tary ; ie es F oe Mate ai itr ; ‘ 5 , ee 
publi- - : oo: an ’ ie lh = — Bers a a es Ce. ee. ‘sl 12 ¥ ae rahe ee ie t +] a aE: 
a on 3 a La J cig a ihe fa ee +4) ellen + ‘ Spa ; - ee as 334)" r ; oe 
lishing ea : > . Be wae SS | = - Y BY: Weise ee a Hin a nO 
it 5 ae a : a | ei a 4 . ; ww aga : Sl (77 Ae” , ry f ir / ‘ i i\e i t = 4 3 = = 
a a , oe j as a ee Pe 4 i. 8 ek. mn Wa ‘ + pe » Sa 48 1%, : % aa 
ed fi a % i rae ey ee ve Ms his — ae a si % ; r 2 Fy , ae r eo Es tha " , ‘z 3 - way t 4 4 itil “4 F et ; iS at 
are wy > a wy nd SARS 7 (meat oe La 
i* aa " a Bos ae on a ce De a . ioe «cepa, SS La oe i, , Ne oe a ies 
a “ a ie ag i acc ac y a We eas, oe . 7 ae, ERE Bo P . es oe iS . 
ms 2 — * | 4 a : a a 7 ee A ~ v3 j ie e = 7 . a 4 ™ a : ¥ ‘ ~ z " mm 4 a ! ‘ 3 ee . a : oe 7 ae 7 : 
a > ke <>» \ ere es 4% : 4 4 “ - eet ar / 7 \ “#) s wee toe Y ME ee eres ' Rj 3 ae ieee ae Pulp ee ae 5h eae — 
a 2 pie tye ne : ‘ _ a ge y Fu sd , ag i, a ee Cee we Y eee See = a 
7 BS | ite AT" oe © ae es ind Pig ae gy\y ‘e F Se le Oe Cn a i a 
i x4 . 2 ae ae a ng ie aca ang es” o. a3 S" r eh , = ie -_ ea } “ ; a ( 7 as i rg ee weak aoe pur. Rest ge fe een = i Po 
0 i a a ee Se. <<) > ‘Coed | (eon ae ~ i |e ee: a ee . 
= el Albee is a Eee es ee ¢ : a 2 ae z 1. om hy — ie te a J Lo sale shale aa Cee, ie (ee 
ae si fo Ta So oF aah ae ee a ee = ee ee er er a os 
, Tees priate 1 £8 bal a eT ee > Ry: eo ital 4 er es ‘ wri \ <a he = a ‘tis rae | Rees hy maa Siler Sin errs Lip ee oes eee be 
: fo) sy, aie — ag 7 : - aa * Ev :- \ ee tie ‘ adda ee. : 4 i ie A % SP tee, . . 4 ates Z sp - a hetigon io a Sea ua eee 
= oa a + pees aan eo - oe i ; . ay _ i Ps : Me : = . Eas i : bd d i Lee ai ee 3 ee : aad 
ure _& , ’ < ‘ ” ; a 
; “te fy 
oe 
ee 
oo 
~ 
, ; “is 
o c 
aes at 
x P a : 
A er as 
ae , fie Pong 
ee = 
% 
: pe ; é 
ke 3 Ss : 
’ (ea! 
i ar: Y 
| ; 4 = a 4 
Buy: : 
THE wary : . eee. , i — 
7) z ae a ied 7 a “ 5 ; eo. Sake ae — ~ iid ag 
i a 2 | 
a = > =: i oe a4 P 7 = see nese Be, ~ i : Zz 


Pe 
+? 


8 


‘Collier's’ Names Morris 
Managing Editor 


Joe Alex Morris, veteran news- 
paper man and magazine writer, 
has been named managing editor 
of Collier’s, succeeding Henry La 
Cossitt, who recently was made 
editor. 

For 14 years with United Press, 
where he had complete charge of 
foreign service, Mr. Morris was 
loaned last October to the Office 
of Censorship for war duty in 
Washington. Previous to his ap- 
pointment at Collier’s, he was for- 
eign editor of the New York Her- 
ald Tribune. 
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Greater Civilian 


Production Coming, 
Marketers Told 


Philadelphia, June 8.—The War 
Production Board is gradually au- 
thorizing more and more civilian 
production, and will continue to 
do so whenever such production 
can be carried out without inter- 
fering with the war effort, L. R. 
Boulware, operations vice-chair- 
man of the WPB, told the Amer- 
ican Marketing Association tonight 
at the conclusion of the first day 
of its two-day “mobilization for 
market expansion” conference. 

Declaring that WPB would like 
to turn each industry back to 
peacetime pursuits in exactly the 
same competitive position in which 
it left it, but that this is fre- 
quently impossible from the prac- 
tical standpoint, Mr. Boulware said 
that the “historial quota” basis 
can be used in only a small propor- 


tion of the 100,000 concerns to be 
reconverted, and that “relatively 
few industries can be expected im- 
mediately to resume as a whole on 
any given percentage of a base 
period.” 

The reconversion period will 
find the private enterprise system 
on trial as never before, he as- 
serted, adding that three funda- 
mental jobs are required for suc- 
cessful emergence from this period. 

“First, it is obvious that we must 
set our volume sights higher than 
most do ‘now if we are going to 
approach anything near full em- 
ployment. Too many sales mana- 
gers in the consumer field are tak- 
ing for granted a postwar volume 
that will utilize substantially fewer 
people than now employed in their 
particular plants... 

“Second, these goods must repre- 
sent an acceptable value, and that 
is going to be a tough job. Cur- 
rent estimates are that production 
costs of civilian items in the hard 
goods field will have increased 25 
to 35% at the time of resumption. 
There is presumably a vast seller’s 
market for most of these products, 
but not at prices that are far out 
of line with old conceptions of 


value. . . Two great contributions 
can be made in this connection by 
marketing executives. One is get- 
ting the volume itself, and the 
other is getting the cost of distri- 
bution down... 

“Our third obligation as market- 
ers is to realize the degree to which 
dependence must be put in the 
early stages of resumption on old 
products, and to act accordingly. 
There are many startling develop- 
ments that will be adapted to con- 
sumer purposes in the postwar pe- 
riod, but in the early stages de- 
pendence for commercial activity 
and employment must be on the 
old prewar products or minor vari- 
ations of them.” 


Urges ‘Liquid’ Program 


Dr. Frank D. Graham of Prince- 
ton University, the other dinner 
speaker today, indicated that he 
did not believe too whole-heart- 
edly in the ability of marketing to 
overcome serious business difficul- 
ties, and then proceeded to unfold 
a plan for avoiding business de- 
pressions “by applying to industry 
the technique we now use for 
finance, and to offer liquidity to the 
industrial enterpriser as we now 


Plastics is really two markets. These overlap and intertwine, but for purpose of sub- 
division they are (1) the raw materials manufacturers, the custom processors of plastics — 
and (2) the industries which buy from these sources . . . automotive, refrigeration, — 
~ communications, electronics and every other light and heavy industry * * * MODE E 
TICS covers both markets completely. Its additional thousands of paid readers _ 
to be found in the executive offices of America's leading industries. These 

the men who must keep abreast of plastics progress * * * All of this 


in the field, is indeed the Meeting Place of All Plastic 
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offer it to his financial fellow.” 

Under his plan, “an appropriat 
institution”—presumably an arm 
of the government—would liquify 
frozen inventories, “just as we now 
liquify frozen financial instry. 
ments, and, when the thirst for 
liquidity is quenched, return the 
goods, in exchange for the mon 

issued for their acquisition, just as 


we now return financial instry. 
ments to their bailors when the 
passion for liquidity subsides.” In 
other words, manufacturers or 
others who could not sell stocks of 
goods would turn these into cag, 
through the “appropriate agency” 
which would hold them unti 
prices or demand rose, and origingj 
owners wished to redeem them, 
At the afternoon session, fore. 
casts of the aviation, construction 
and industrial equipment markets 
were presented by E. E. Lothrop 
Aeronautical Chamber of Com. 
merce; E. H. Cargen, Wright Aero. 
nautical Corporation; Wilson 
Wight, Armstrong Cork Company; 
and Eldridge Haynes, Magazines oj 
Industry. 


Volume Slumps Seen 


Mr. Lothrop and Mr. Cargen em. 
phasized that even under the most 
favorable conditions the aircraft 
industry will have to look to the 
military for the bulk of its orders 
in the first five postwar years, and 
that total volume for the industry 
in the 5th year after the war has 
little chance of being as much as 
half what it will be this year..Oft- 
quoted estimates of 500,000 pri- 
vate planes by 1950 also look much 
too high to the industry, they said, 
Contrary to the general impres- 
sion, few surpluses of capital goods 
will exist after the war, and in- 
stead there will be shortages in 
many areas, Mr. Haynes said, 

Although a total of $60 billion 
in surpluses is expected after the 
war, only about $3 billion of sur- 
plus industrial equipment will 
be included, he estimated, and 
much of this will be machinery of 
specialized type not suitable for 


civilian goods production. 

Declaring that there are five 
factors which indicate continued 
market ing possibilities for indus- 
trial goods, Mr. Haynes reported 
that the capital goods industries 
may enjoy a volume greater than 
prewar but considerably less than 
wartime. “For example,” he said, 
“the most optimistic guess of post- 
war machine tool volume is $250,- 
000,000 per year compared with an 
annual volume of $150,000,000 
and a wartime peak of $1,300, 
000,000. 


Develop Foreign Markets 


On this basis the capital goods 
industries will be in better shape 
than is generaly expected, but they 
cannot make the greatest possible 
contribution to a sound postwat 
economy unless foreign trade in 
these types of goods is tremen- 
dously expanded, he said. “In my 
opinion,” he said, “export and im- 


port possibilities present the great- 
est single challenge to marketing 
men in the country. Postwar for 
eign trade possibilities are worthy 
of your most earnest labor.” 
Three luncheons divided the a 
tention of the marketers this noo! 
The first was presided over by § 
Morris Livingston, Bureau of For 
eign and Domestic Commerce, até 
discussed methods of estimatiné 
market potentials. The speaker 
was Stanley A. Holme, Committee 
for Economic Development, 4 
John C. Spurr, McGraw-Hill Pub 
lishing Company, led the discus 
sion. 
Elements of market research ™ 
foreign markets were discussed # 
another luncheon, presided over 
Wm. Lukens, R. M. Hollingshe 
Corporation, and addressed by Si¢- 
ney Linnekin, Kerlin Researe 
and E. E. Schnellbacher, Bureau “ 
Foreign and Domestic Commer 
Methods of testing consumer a” 
industrial products were discus™ 
at a luncheon presided over % 
Ralph B. Butler, Kendall Mills, 
which Matilda White, Market Rt 
search Corporation, discussed ! 
consumer aspect, and Herbert ? 
Anderson, Fidelity Machine Com 
pany, the industrial aspect. 
The morning session was 
voted to an analytical presentat! 
of the subject of consumer pane 
their value, validity and possi® 
growth. Franklin R. Cawl, 
thur Kudner, Inc., was chal 


of the session. 
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nw, , . Read your magazine reg- 
ularly and think highly of it." 


gE. J. Engel, President 
THE ATCHISON, TOPEKA AND SANTA 
FE RAILWAY SYSTEM 


" 
. 


. Outstanding magazine in 
its class." 


W. M. Dixon, Vice-President 
CONTAINER CORPORATION OF AMERICA 


". . . I look forward to the 
magazine every week, particu- 
larly as I am chairman of the 
Rationing Board. I find, in 
many cases, I get information 
on rationing before it is sent 
to me by the OPA office in 
Hartford." 


D. H. Henderson, Vice -President 
DURHAM -ENDERS RAZOR CORPORATION 


“", .'. Prankly prefer it to 
any other now being published." 


E. 0. Holmgrain, Experimental 
Engineer 
FEDERAL MOTOR TRUCK COMPANY 


—— 


n. . . I read the News each 
week with great interest. Per- 
sonally, I think it is one of 
the best weekly newspapers on 
the market." 


W. H. Haun, Comptroller 
BELL & HOWELL COMPANY 


". . . Like the magazine im- 
mensely and feel that it cov- 
ers the news in an interesting 
and adequate way." 


W. W. Davidson, President 
DAVIDSON MANUFACTURING CORP. 


". . . Extremely interesting 
and the summary of news very 
valuable." 


A. Stuber, Vice-President 
EASTMAN KODAK COMPANY 


"., . . I am happy to admit 
that The United States News 
together with the Report for 
Business Executives keeps me 
fully informed as to what is 
happening in Washington." 


R. C. Lilly’, President 
THE FIRST NATIONAL BANK OF 
SAINT PAUL 


". . , Read it every week." 


L. G. Bean, Vice-President in 
charge of Engineering and Sales 
THE BRISTOL COMPANY 


“ 


Cc 
ZOVER TO VZOVER 


readership means that your advertising is well 
exposed..90.1% of the subscribers say they read 
The United States News from COVER-to-COVER 


. . . After it has served my 
business purposes I take it 
home because it is the one 
business magazine my wife en- 
joys." 


Stuart H. Ralph, Vice-President 
THE FLINTKOTE COMPANY 
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". . . It is a great inform- 
ant, and many of my friends 
tell me of their growing in- 
terest in and the reliability 
they place on the news which 
they are being furnished." 


L. B. Neumiller, President 
CATERPILLAR TRACTOR CO. 


". . . I congratulate you on 
your fine growth. Your publi- 
cation comes to my home and I 
read it regularly." 


Robert F. Carr, Chairman 
DEARBORN CHEMICAL CO. 


*. » » Best in £4016." 


W. F. Penrose, Vice-President 
EMPIRE ELECTRIC BRAKE CO. 


. We have been and shall 
continue to be very much in- 
terested in your progress and 
a lot of us around here will 
continue to read your paper 
very profitably." 


R. C. Boggess, General Sales 
Manager 


SPENCER KELLOGG AND SONS, INC. 


. Look forward to its ar- 
rival each week with real an- 
ticipation. In fact I don’t 
feel that the week has really 
started until I get my copy 

and get caught up on the news." 


C. E. Bleicher, Vice-President 
& General Manager 

DE SOTO DIVISION 

CHRYSLER CORPORATION 


", . . I read it éach week-- 
think it is fine. It’s the 
best weekly I read." 


A. J. Roos, President 
DIEBOLD, INC. 


", . . Best magazine of its 
type on the press." 


E. A. Skae, President 
EQUIPMENT MANUFACTURING, INC. 


". . . I think it one of the 
best if not the best weekly 
magazine." 


R. C. Ingersoll, President 
INGERSOLL STEEL DISC DIV. 
BORG WARNER CORPORATION 


. I read the magazine each 
week," 
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D. C. Green, Chairman 
THE CLEVELAND PNEUMATIC TOOL CO. 
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". . . A ‘swell’ publication -- 
No business man should be 
without it." 


H. Seymour Walcott, Vice- 
President 
DO MORE CHAIR COMPANY, INC. 


". . . Read it from cover to 
cover every week and think it 
one of the best magazines in 
this country." 


Frank L. Jones, Vice-President 
THE EQUITABLE LIFE ASSURANCE 
SOCIETY OF THE UNITED STATES 


Daniel W. Ashley 
Vice President in charge of Advertising 


ANEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Cresta Blanca 
Bases New Drive 


on Wine Survey 


New York, June 7:—Cresta 
Blanca Wine Company, making 
use of a recent survey on “Who 
are the people who buy wine?” is 
starting a campaign of full-page, 
two-color ads in trade publications 
and consumer magazines the end 
of June. Later advertisements 
will feature such questions as “Are 


women good wine customers?” and 
“What kind of work do wine cus- 
tomers do?” 

Facts were collected by a scien- 
tific research organization which 
surveyed all sections of the coun- 
try, and interviewed men and 
women who drink wine fre- 
quently, occasional drinkers, and 
people who have yet to taste wine. 
Questions were reviewed by prac- 
tical marketing men before inter- 
viewers were sent to the 30 cities 
selected. 

A special advance report of the 
survey, “Opportunities in Wine,” 


is being prepared for distribution 
to the trade. Batten, Barton, Dur- 
stine & Osborn is handling the 
campaign. 


Erie Boosts Frank 


George C. Frank, formerly chief 
clerk to the president, has been 
named assistant to the president 
of Erie Railroad, Cleveland, suc- 
ceeding C. E. Coe, who has re- 
signed to join a New York public 
relations organization. In his new 
post, Mr. Frank will direct Erie’s 
public relations program. 


Hollihan to Free Lance 


Garrett Hollihan, program di- 
rector of WMCA, New York, and 
previously with Erwin, Wasey & 
Co. and World Broadcasting Sys- 
tem, has resigned from WMCA 
to enter independent program pro- 
duction. 


Williams & Saylor Moves 


Williams & Saylor, Inc., New 
York, advertising agency, has 
moved to larger quarters at 271 
Madison Ave., New York 16. The 
telephone number is LE 2-3493. 


Nicknamed “Ducks” because they travel on either land or 
water the amphibious trucks of our armed forces defy 
traditions, being boats with wheels, and trucks with propel- 
lors. Wrecked bridges can’t stop them!! The wheels 
carry the Ducks into the water . .. the propellor is 
started and across they go. 
The American manufacturing genius which has solved so many 
war problems has also been responsible for many peace-time 
developments which are of inestimable value in this war. A typi- 
cal example was Consolidated’s pioneering achievement which 
substantially reduced the cost of coated printing paper by 
producing it with a minimum of man-power and machine-hours. 


b cONSOLIDATED C&dZed/ PAPERS Ee 
AT UNCOATED PAPER PRICES 4 


In spite of the fact that many vital 
ingredients of powder, surgical sup- 

plies and other war materials must 

be used in making paper... and 

that its manufacture requires labor 
, | and machinery ...#t would be prac- 
. tically impossible to carry on a modern 
war without paper. 

Paper is needed to wrap and protect 
war supplies... for writing vital orders 
and keeping essential records. But unques- 

tionably its most important war function is 

in providing a practical, inexpensive 
means of picturing what is happening 
abroad . . . thus keeping enthusiasm at 


a high pitch and speeding up the vital 


job on the home front. 


To reproduce, clearly and realistically, 
the photographs from our many fronts 
which reach America daily, printers and 

publishers use Coated Paper ... an im- 

portant share of which is provided by 
Consolidated. 

Produced with unusual speed and 
economy, the making of Consolidated 
Coated requires a minimum of man- 

power and machine-hours and less 

critical materials. 

Furthermore, when Consolidated 
Coated is used its relatively high opacity 
and bulk make possible the use of lighter 

weights without materially lessening the 

printed appearance or clarity of photo- 
graphs. This helps conserve paper. 
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Four Modern Mills... All in Wisconsin 


Advertising Age, June 12, 19 


U.S. Life Places 
Test Campaign; 


Ist in 15 Years 


New York, June 7.— Unite, 
States Life Insurance Company 
this week placed its first newspape; 
advertising in 15 years, using 184. 
line space in Washington, D. ¢ 
dailies to test the reaction of goy. 
ernment officials to a civilian 
overseas life insurance coverag 
plan. 

This plan is similar in many re. 
spects to that provided by nationa) 
service life insurance to member; 
of the armed forces. The news. 
paper test will be supplemente 
by direct mail to government per. 
sonnel heads who will be informe, 
that facilities of the insurang 
company’s Washington civilian 
overseas underwriting departmen; 
are available to employes cop. 
templating working or traveling 
abroad and desiring insurance jp. 
formation. 

The company is planning a fo]. 
lowup ad later, providing no uw. 
favorable reaction develops among 
government authorities who might 
feel the advertising is giving away 
any military secrets. A spokesman 
for United States Life told Ap. 
VERTISING AGE that a more exten. 
sive advertising campaign may be 
launched if the test proves satis. 
factory, and that an agency may 
be appointed. The Washington 
advertising was placed direct. 


Co-op Reports Sales 


Increase, Net Deficit 

Sales amounting to $3,210,810 
during 1943 represent a 19.7% in- 
crease over 1942 for Eastern (- 
operative Wholesale, which serves 
250 retail cooperatives in twelve 
eastern states, it was revealed last 
week. 

Coincident with this all-time 
high, however, the co-op lost 
money for the first time in 10 
years. The loss was announced 
at $22,247, due principally to in- 
vestments in plant expansion. 


POWER & 
INDUSTRY 


The Magic Empire. . .30 
counties in Northeastern 
Oklahoma . . . produces 
most of the generating ca- 
pacity of the State* .. . 
90% of its coal and coke, 
69.5%, of its oil and gas§ 


...and in this area 61% 


of the State's industrial 
workers receive 64%, of 
its industrial payrollst.. . 
KVOO, alone, blankets 
this number one Okla- 
homa market plus rich 
bonus counties in Kansas, 
Missouri and Arkansas. 


Sources* Tulsa Chamber of 
Commerce Survey. 


$Oklahoma 
ical Survey. 


#1940 U. S. Census. 
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STAN KNISELY 


Business Paper Copy 


“How do you get the kind of information necessary to build 


effective business paper copy? The same way the business . 


paper editor gets it— by getting out of the swivel chair — 
by visiting with druggists and finding out what their current 
problems are. The business paper editor constantly is hitting 
the road so that he can keep his editorial columns alive with 
news and information designed to help the druggist. Your 
advertising department can do the same. It can’t depend on 
salesmen’s reports. Astute advertisers know this. Wisely they 
make their advertising so helpful to the druggist that he finds 
it just as interesting and reads it just as avidly as he reads 
the editorial page. 


“Never make the mistake of gauging the value of a good busi- 
ness paper by its relatively low price per page — or of think- 
ing that it just can’t be worth very much because it costs 
very little. 


“Genuinely effective drug trade paper advertising copy is like 
a shot of ethyl in your consumer advertising gas. It speeds 
the sales pick-up. It increases consumer advertising pulling 
power. It helps you get rid of wasteful distribution ‘knocks’. 


“Put behind your drug trade business paper copy the best field 
research and copy brains you can buy and it will never let 
you down.” 


From an address by Mr. Stanley Knisely, Executive Vice 
President, A.B.P., delivered before the Proprietary Associa- 
tion, May 16, 1944, as part of a joint presentation by the 
national business papers of the drug field. 


DaeUG TORIES 


330 West 42nd Street, New York 18, N. Y. 


2 ee 


a « , 
na ’ 
“a © 
7 “i ra 3 

= 
a a gale 

si ' 
- | oe i 
| bee deal 
oe = 
——$_—____—_ é a 7 a 7 5 
hy 
> ra 

4 
oar 

a) | 

fey, bad, 2 3 

i <a Q/ rr me 
my | 
| ee 
S 
~ | 
stern ff ; 
uces | a 
4 ‘ a si : 
gas§ 
61%, 
trial 
, of 
= 
nkets | 
Dkla- ff 

rich | 
nsas, i ee | 
as. | 

| 
ir of | 
"vey. | 
oa 
aa 
2nsus. } | 
nak ‘ : = ek rt, ae i aad’ 2 t ‘ on | 


© ; 4 - s 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Trade Mark Registered in U. 8. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 11 


(Del. 1337); New Yerk, 330 W. 42nd St., 


New York 18 (Br. 9-6431); Washington editorial office, 1226 National Press Bldg., 
Washington 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
©. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. 
Editor. John B. Miller, Managing Editor. Stanley E. Cohen, Wa 
Genatt, Ferd C. Kopp, Doris Lawton, Associates. 


Murray E. Crain, E. C. Hall, re 


Lawrence M. Hughes, Executive 
we Be Editor; 


Correspondents in All Principal Cities. 


Advertisin 


Manager Sales and Service. 


Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 
New York: Carl Doty, Eastern Advertising Manager; 


Maurice F. Lunn, T. K. Worthington. Chicago: O. L. Bruns, Western Advertising 


Manager; J. F. Johnson. 


San Francisco (4): Simpson-Reilly, Ltd., Russ Bldg., 


Wm. Blair Smith, Manager. Los Angeles (14): Simpson-Reilly, Ltd., Garfield Bldg., 
Walter S. Reilly, Manager. 


Vol. 15, No. 24 


June 12, 1944 


10 Cents a Copy, $2 a Year 


Postwar Purchasing Capacity 


The question most frequently 
asked regarding the ability of the 
country to maintain maximum 
production and employment after 
the war is, “Where’s the money 
coming from?” It is beginning to 
be realized that expenditure of ac- 
cumulated savings alone will not 
sustain the economy, since only 
current income will justify the 
average worker in using up his re- 
serve in the purchase of major ap- 
pliances, home improvements, etc., 
as well as food, clothing and other 
day-to-day requirements. 

We believe the best answer thus 
far given was presented last week 
at the eastern regional conference 
of the National Industrial Adver- 
tisers Association by Arno H. 
Johnson, director of media and re- 
search of the J. Walter Thompson 
Company, who pointed to the 
amazing war production record of 
this country as offering evidence 
that high level production and 
consumption can be maintained 
when we are again on a peacetime 
footing. 

In addition to the astonishing 
record of turning out an unpre- 
cedented production of war goods 
without diminishing total produc- 
tion of goods and services for ci- 
vilian consumption, confounding 
all previous prophecies as to what 
would happen to the national 
standard of living in war time, Mr. 


Johnson emphasized the impres- 
sive and significant fact that in 
the war period production per 
man has been almost twice as 
great as in the prewar period. 

Here, he pointed out, is the key 
to our postwar economy. We can 
have only as much as we produce, 
and if we can continue to produce 
at wartime levels, our national 
output will be so great that me- 
dian family incomes, for instance, 
may reach $50 a week as com- 
pared with the prewar median of 
$25 a week. This is where the 
money will come for greatly in- 
creased civilian consumption— 
through greater. production and 
consequently greater incomes for 
workers. 

The big question mark in the 
equation, of course, is how to keep 
the current of production and 
consumption growing without in- 
terruption. It is short sighted for 
labor organizations to suggest that 
high wages should be maintained 
on a basis of shorter work weeks, 
just as it would be short sighted 
for management to propose in- 
creasing prices without making 
the greatest possible effort to re- 
duce costs and improve values. 

But the evidence of our wartime 
experiences definitely suggests the 
pattern of postwar prosperity, pro- 
vided we have the intelligence to 
make it work. 


MorejAbout Free Enterprise 


Many convention speakers these 
days are waving the flag for free 
enterprise, an idea with which we 
are in full sympathy. What some- 
times passes our understanding, 
however, is that in most cases the 
orators believe that acceptance of 
the enterprise philosophy needs 
only increased efforts to explain it 
to the public. We are frequently 
reminded that until business does 
a better job of explanation, opin- 
ion polls will continue to reveal 
a complete misunderstanding of 
the subject, as it is usually pre- 
sented by its advocates. 

We believe that along with a 
better analysis of how the enter- 
prise system works—and incident- 
ally if every business explained 
its operations to its own employes 
and community this job could be 
quickly done—should be a positive 
effort to eliminate factors which 
tend to prevent the system from 
operating successfully. One rea- 
son why such a large part of the 


public does not accept the phil- 
osophy as presently expounded is 
that it has had evidences here and 
there of a lack of the full com- 
petition which is an essential part 
of the system. 

From the standpoint of the gen- 
eral welfare, there is no doubt 
that the public benefits greatly 
from the successful functioning of 
the competitive system of free 
enterprise. Only under such a 
system do the processes of mar- 
keting and advertising have full 
opportunity to work efficiently. 
That is why we believe that 
everyone in the advertising and 
marketing field should be an en- 
thusiastic advocate of competitive 
enterprise, in all that the phrase 
implies. The people will accept 
the philosophy of the system, pro- 
vided it is convinced that its ad- 
vocates are sincerely interested in 
making it work for the benefit of 
the public, employes and consum- 


ers, as well as for business itself. 


~ 


NO TIME 


Reprinted permission of Newspaper PM 
“Please limit your call to three minutes." 


FOR GAB 


\ iF: 
Ve 


Ta 


Copyright 1944 Field Publications 


Notes on Copy 


Abbott Kimball Company sstill 
believes that emotion is the thing 
that sells goods, and it has pro- 
duced, as one number in its house 
organ series, an interesting docu- 
ment on “Emotion in Copywrit- 
ing.” Among the other sage bits 
of advice in this booklet are these: 

“Beware of the ad that passes 
the client-conference too easily, 
because they’ve all OK’d its 
phrases a thousand times before. 

“Choose the ad that starts a 
fight. The ad that they have to 
argue over, think about. Ten to 
one, it will stop the prospect, too. 

“Beware revising a piece of copy 
to death. It loses its emotional 
force. Copywriters ought to be 
good enough to write copy that 
doesn’t have to be torn apart and 
repieced a dozen times; if they 
aren’t, they shouldn’t be on the 
payroll. As Booth Tarkington 
justly remarked, ‘No great litera- 
ture ever was created by a com- 
mittee.’ ” 


Squaring the Cubes 

Being in the advertising busi- 
ness, you may have assumed as a 
matter of course that the primary 
purpose of mechanical refrigera- 
tors is to freeze ice into cubes, su 
that they can be remelted in alco- 
holic company. Richard L. Schoen- 
berger of an industrial design or- 
ganization whose name is too hard 
to spell, knows otherwise. Not so 
long ago he took out his slide rule 
for the New England Marketing 
Association and told them: “The 
family drink mixer looking for ice 
cubes rates fairly low in studies 
of refrigerator use, such studies 
showing only 5% for ice cubes, 
24% for butter and eggs, 33% for 
milk, cream and beverages.” He 
also contributed the hitherto un- 
known fact, presumably of star- 
tling import, that on the averagea 
refrigerator is opened “44 times a 
day in a family of four people.” 


Style Notes 


Gaiety and color and what might 
be called careless abandon will be 
the next note in women’s styles, 
if entries in the Chicago Tribune’s 
fifth annual fashions contest can 
be taken as a clue. According to 
Mrs. Grace Pickering, fashion au- 
thority, the competition’s theme— 
women’s clothes in war and peace 
—gave the designers great emo- 
tional and imaginative breadth, 


and they used it all. There was a 


greater emphasis on feminity .. . 
more inclination toward evening 
clothes, and these more formal in 
line, combining sophisticated cuts 
with flamboyant colors . .. women 
will be sveltely suited . . . stylists 
spread fur lavishly on their fall 
and winter topcoats. . . Wherever 
possible, a note of decollete was in- 
jected with some startling results! 


Jottings 


New York City needs help, and 
advertises as follows on subway 
posters: “Department of Parks, 
City of New York; seasonal em- 
ployment; men; U. S. citizens 17 
to 65 years of age; attendants, as- 
sistant gardeners and watchmen; 


pleasant outdoor work in the 
swimming pools, beaches, parks 
and playgrounds.” In black 


crayon, boldly written across the 
ad, on one station platform is: 
“Phooey. 50c an hour...” 

With the flood of new things 
promised come peace, we wouldn’t 
be surprised to hear of the forma- 
tion of a company for the purpose 
of conceiving new names for new 
products. Puritan Chemical Com- 
pany of St. Louis advertises a 
new moisture repellent. Its name: 
Drier-Outer ... 

“Why does Gimbels make such 
pets of national brands?” asks 
Gimbels in a recent newspaper ad. 
Gimbels answer: “Because we 
know they’re good. Van Heusen’ 
shirts are Van Heusens, Arrow 
are Arrows, come what may—and 
you know what you’re buying 
when you ask for them. Little 
unnamed shirts and shorts and 
such can be built down to a price 
—but national brands have to be 
built up to a reputation. And 
that’s why Gimbels bristles with 
big names: Barbizon, Van Raalte, 
Sherwin-Williams, Phoenix, Good- 
man and Suyss, Interwoven, Can- 
non, Martex, Nashua, St. Mary’s. 

On the assumption that the 
hackneyed announcements which 
introduce electrical transcriptions 
cause listeners to suffer “mental 
blackouts,” Station WOV, New 
York, will henceforth do it in a 
more tasteful manner. Rhymed 
transcription announcements will 
precede 30 or 60-second tran- 
scriptions. Examples: “Here’s a 
colorful description, coming to you 
by transcription.” “ ‘Saw sub, sank 
same,’ told the story quick, That’s 
how this transcription does the 
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The following documents May 
be secured without charge from 
companies sponsoring them, g 
through ADVERTISING AGE, by an 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2274. Daytime Circulation, 


Stations WBZ and WBZA hay 
issued this new daytime circuyj,. 
tion map indicating coverage of 
New England’s 65 counties, 9 
which 46 are in the primary are, 
Population, total radio homes, r. 
tail sales, effective buying incom 
and other factors are shown ip 
tables of data applying to both pri- 
mary and secondary areas. 


No. 2229. Targets for an Editor. 
The Saturday Evening Post has 
issued this report on _ editoria 
progress based on every-other- 
week readership surveys conducted 
since 1941 by the Curtis Public 
Opinion Division. The report uses 
the “editorial hit” as a yardstick, 
which is described as a story or 
article completely read by a num- 
ber exceeding a standard estab- 
lished by the Post in 1941. The 
new report, which follows last 
February’s outlining changes 
planned by Ben Hibbs when he 
became editor, shows percentage 
gains im the number of new ¢ei- 
torial hits in the new Post. 


No. 2278. Tonnage at the Lowest 
Cost. 


The story of the Hillman Wo- 
men’s Group—Real Story, Real 
Romances and Movieland—is told 
in this brochure issued by the 
group. Editorial policies, an analy- 
sis of readership by age groups 
and income and a circulation re- 
port are included in the material. 


No. 2280. Chain Store Fountain- 
Restaurant Market Study. 


Information on the chain drug, 
chain variety fountain and chain 
restaurant fields is given in this 
new study issued by Chain Store 
Age. Tables show food consump- 
tion by chains, store equipment 
and construction data, information 
on chain store fountain merchan- 
dising methods and an analysis of 
the postwar fountain - restaurant 
market. 


No. 2259. Why Don’t You Speak 
for Yourself, John? 

This brochure, issued by the 
New York Times, reproduces 5 
advertisements showing the trend 
toward brightening up prosaic sta 
tistical reports in interesting, edi- 
torial-style copy. 


No. 2293. Fresh Paint. 

Mutual Broadcasting System has 
issued this brochure, which ! 
terms “a study in thumbprints ané 
signposts” on the premise that i 
you show a person a fresh paill 
sign he’ll poke a thumb into it ® 
make sure. The study devole 
several pages to advertisers wh 
have added MBS stations to thell 
program hook-ups, and follows 
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with reports on listener surveys 
various markets to show the effet 
tiveness of home town stations. 


No. 2284. Population and Incom 
Growth in the Fresno Market 


The Bee, Fresno, Cal., has issue 
this folder, designed to answer 
question, “What about the W# 
and postwar Fresno market! 
Graphs show population gains f# 
the ABC city zone, the ABC tra 
ing area and for Fresno Coun} 
based on the 1930 and 1940 Cens® 
and on Ration Books No. 2, 
No. 4 for 1943. Tables show 
county population and circulat® 
breakdown by towns. 
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Maverising AG, June iz, 1944 


Takes Space to 
Tell Why There’s 
a Shoe Shortage 


St. Louis, June 6.—As a public 
service, International Shoe Com- 
pany this week is running 1,000- 


2, 1944 


ts _may[} line advertisements in 300 newspa- 
e from pers throughout the country to 
2m, orf correct false rumors and impres- 
by any§ sions regarding the shortage of 
ertising children’s shoes. Copy has also 
on his been scheduled for 15 trade pub- 
lications and three financial papers. 
In question and answer form, 
tion. the ads point out that there is a 
; shortage because children wear out 
A. have 
a Is there a shortage 
ties, of of children’s shoes? 
ry area, ueubaabaee onan _— 
nes, re. 
income ass See, 
own in Sats SSS Ss 
oth pri- lll 
Editor, 
ost has 
>ditorial 
y-other- 
nducted 
- Public 
Ort uses 
ardstick, 
story or 
a nun- 
| estab- 
1. The 
ws last | their shoes more quickly than do 
anges | adults; that the rubber scarcity 
vhen he [| has added to the call for leather 
rcentage | shoes, and that a sharp increase in 
ew edi- | the birth rate has also put a 


st. heavier demand on leather re- 
quired for babies’ shoes. Declar- 


, Lowest | ing that the government has made 
: more leather available, copy adds 
that in some instances production 
an Wo- | is being diverted from men’s and 
'y, Real} women’s shoes and International, 
—is told } “as America’s largest manufac- 
by the § turer of children’s shoes,” is now 
n analy- 
. groups 
ition re- 
material. 
ountain- 
udy. UT OF 
‘in drug, EVERY 10 
id chain AMERICANS 
1 in this 1S A NEGRO 
tin Store 
nuisaale ARE YOU THINKING 
ormatin ABOUT SALES 
nerchan- 
nerchay: 1) IN NEW MARKETS ? 
estaurant You may be thinking about how to 
utilize expanded production through 
maximum sales in markets postwar, 
yu Speak for now is the time to do such think- 
by the ing and planning. A new market to 
duces 8 look info now, is the growing Negro 
he trend Market here at home that is bigger 
nsaic sit than the entire population of the 
ring, edi Dominion of Canada. 
These 13,000,000 consumers had 
an estimated income in 1943 of 
$10billion. And for many goods or 
ystem has services, they offer greater sales 
which it Potential than does any other con- 
rints and sumer group in the U. S. 
e that i You should start investigating this 
esh pail rich, fertile market today. By so do- 
into it ® ing, your sales can be ‘cooking with 
devotes gas on the front burners’ postwar, 
sers who and, you'll be out front with the 
s to thelt ‘jets wide open’ in the market. 
ollows UP H 
urveys it lowever, to reach them effectively 
the effet at low cost, you need the advice 
ationtl and counsel of Negro marketing, 
advertising and research specialists. 
4 Incomt Our 12 years experience in the 
Meee Negro Market has provided us with 
0 Mi the ‘know-how’ to cultivate this fast 
nas issueé expanding market efficiently and 
nswer th economically. 
the w Write or phone, f f 
market! * “ . or phone, for complete facts 
gains t is important market, today. 
\BC tst}| DAVID J. SULLIVAN 
10 Census NEGRO MARKET ORGANIZATION 
To. 2,20 Marketing * Advertising * Research 
, show 545 Fifth Ave., New York 17, N. Y. 
‘reulalll MUrray Hill 2-4217 


producing more than it did a year 
ago. 

Copy also suggests ways to make 
children’s shoes last longer and 
how to have children’s feet prop- 
erly fitted. The advertisements 
are a sequel to a series published 
earlier which stressed that Inter- 
national had not sacrificed quality 
in its shoes because of wartime 
scarcities and which the company 
found had a “very salutary effect” 
in informing the public as to the 
correct picture in the shoe field. 
Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


Opens Design Office 

Offices have been opened at 220 
E. 42nd St., New York 17, by the 
industrial design firm of Van 
Doren, Nowland & Schladermundt, 
who also have a Philadelphia of- 
fice. 


Roberts to New Post 


Stewart Roberts, for the past 10 
years advertising representative in 
Chicago for the American Maga- 
zine, has been named promotion 
manager of the publication with 
headquarters in New York. 


Cook Wines to Owen 


American Wine Company, St. 
Louis, has appointed John H. 
Owen, Inc., New York, to handle 
advertising for Cook’s Imperial 
champagne and American wines. 
Magazines, newspapers and trade 
publications will be used. 


Hanson Joins McC-E 

Larry Hanson, formerly of Cro- 
well-Collier Publishing Company, 
has joined the new business depart- 
ment of McCann-Erickson, New 
York, as administrative assistant. 


What do YOU know about 


Propet? si! 
M 


PAPER SALES YEAR BOOK 
GIVES ALL THE ANSWERS 


The one and only book of 
its kind! Detailed data on 


all papers and paper products. Helps 
avoid waste. 458 pp. Only $7.50. 


DAVIDSON PUBG. CO. 


612 MN. Michigan Ave., Chicago 11, Ill. 


ORDER 
YOUR COPY 


Arrowbly Vine of ison! .. . that’s tie edvettine eign tia 


Week. Onto the frame of mind of its readers one advertiser attaches the idea of 


electric eyes . . . another, the idea of putting color into the product with plastics 


. . . another, inspection done with mirrors. And, says another advertiser, ‘‘don't 


decide that any product is the best to be had until you've found out what we've 


done in recent months to improve it.” 


I; is on this assembly line of ideas—paraded before the busiest men in America 


—that you'll find the things that management-men are glad to know . . . things 


that half-a-thousand Business Week advertisers have found it worth while to tell 


them. You and they have many things to say! 


Business Week is the one news magazine which is all business, its editors 


all business writers, its readers all business men. Business Week is sold 


only by subscription. And Trend Studies prove that per dollar you 


can reach more (and more) management-men throughout 


all business and industry in Business Week than 


in any other magazine. 


The News-base of Management's Decisions 
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HE mail bag gives evidence 

that interest in the Special 
Features in the new Post now runs 
at an all-time high. 

Post features perform a vital 
function. They encourage move- 
ment through the pages of the 
magazine. They help make the 
Post a magazine of lively, cover- 
to-cover interest. 

That is why you see, scattered 
generously through every issue, 
the gems of poetry and philoso- 
phy and fun, the intriguing, in- 
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teresting bits about unique things 
and people, the page ‘‘Postscripts” 
that has become an institution, 
the “Keeping Posted” page that 
draws mail like a magnet, “Report 
to the Editors” column. That is 
why the new Post publishes more 
cartoons than any other general 
magazine. 

The new Post devotes itself to 
constant improvement of the 
magazine — plans and achieves in- 
creased readership — cover-to- 
coverentertainment inevery issue. 
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‘McCall’s’ Names McKee 


Frankie McKee, for 15 years an 
associate editor of McCall’s, has 
been appointed fiction editor. 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © ja the greatest indus- 
trial area—the central west. 


Chicago 
Sournal of 
Commerce 


Space situation being what it is, 
house magazines today are in a 
position where they can ask, and 
get, top space rates for advertis- 
ing—that is, if they want to accept 


it. There are some 3,500 house 
magazines in the country, few of 
which carry advertising. Some of 
the biggest, whose monthly circu- 
lation runs well into six figures, 
have been approached by more 
than one national advertiser for 
space, without success. House pub- 
lications provide a_ tailor - made 
readership of the very wage 
earner class to which most adver- 
tising is slanted. 
* * ok 


A couple of weeks ago the Jour- 


nal of the American Medical As- 
sociation had to recall an entire 
issue carrying an item on DDT 
insecticide, because of censorship 
regulations, but Wall Street Jour- 
nal was nevertheless able to carry 
a complete story on this product 
in its June 1 issue, following a 
press conference sponsored by 
Geigy Company, American branch 
of the Swiss Company which first 
discovered the potency of the com- 
pound. 

DDT is now being produced 
here strictly for military use, by 
Cincinnati Chemical Works, Merck 
& Co., du Pont and Hercules 
Powder Company. If no flaws are 
discovered in this miracle product, 


which not only offers complete 
protection against flies, fleas, lice, 
bed bugs and other pests but also 
has unusual agricultural and live- 
stock advantages, it can be ex- 
pected to revolutionize the insecti- 
cide business postwar. 


* * * 


The term “fast freight” will 
probably take on adde@ meaning 
after the war, when the thousands 
of twin and four-engined bomb- 
ers are expected to be converted 
into vast fleets of globe-girdling 
cargo carriers for private enter- 
prise. A & P, United Air Lines 
and Wayne University of Detroit 
are jointly launching a one-year 
experimental program for ship- 
ment of fresh fruits, produce and 
other perishable foods by air to 
test postwar possibilities. 


* * * 


If you have any doubts about 


* ‘a * ey 
a 


ew England 
is a rare dish. In 2% of the total U. S. 
area, it packs 6.3% of the population 
with 18% of the nation’s savings de- 
posits. Other ingredients are similarly 


above average. 


To bring out the full sales flavor of 


this market, NERN offers: 


NERN STATIONS 


Boston, Mass. 


Portland, Maine 


WBZ 
WCSH 


WJAR 
WLBZ 
WTIC. 
WFEA 
WRDO 


Providence, R. I. 
Bangor, Maine 

. Hartford, Conn. 
Manchester, N. H. 


Augusta, Maine 


Nationally represented by 


WEED & COMPANY 


New York, Boston, Chicago, Detroit, 
San Francisco, Hollywood 


hil 


ee ca 


GLAND 


Primary coverage of 96.6% of New 
England's radio homes for only $308 
per daytime quarter-hour. 


Stations which carry the nation’s 
top-rated programs. (All NERN sta- 
tions are NBC afhliates.) 


300% more power than any other 
combination here. (Including the 
only 50,000-watt stations in New 
England.) 


Free studio facilities in New York, 
Boston and Hartford. 


A “spot operation” with network 
impact. 


A dash of NERN will influence the 
entire dish. It will be exactly to your 
taste, and will give you lots more 
than a taste of sales. When you buy 
NERN, you buy a network. 


Advertising Age, June try 


, 


magazines being sold out so far @ 
advertising space is concerned, ygu 
should listen to the lament of ogg 
advertiser who has an order 
with Time for the last six month 
for 28-line space. And has yet @ 
get his first ad inserted. 


K * * 


You may be interested to know 
that an average U. S. family ey 
rently uses less than 2% cans @ 
deviled ham per year. Higheg 
family usage is in the south cegu 
tral states, where yearly per family 
consumption is almost four cans 
lowest is in the northeast, whem 
less than 1% cans per year am 
consumed. 

* bo * 


Through the Homemaker 
Recipe Club, New York, McCom 
mick & Co., Baltimore packer ang 
distributor of prepared mustard, j 
conducting a survey asking coqum 
sumers questions which will h 
it make changes in its product 
Women are being asked what 
brand they prefer—and why—how 
many jars are consumed in a year 
cost and size, various uses 
which it is put, the kind of ja 
preferred, etc. 

* cS K 


Norge Division of Borg-Warner 
Corporation sees a probable post. 
war foreign trade on an unprece- 
dented scale, because of a flood of 
sales inquiries from all parts of 
the world asking about large. 
scale shipments of household ap- 
pliances after the war. Many 
inquiries have come from north- 
ern Africa, the Mediterranean 
area, the Middle East and Aus- 
tralia. 


Heads Postwar Forum 


C. Frost Peters, advertising and 
sales promotion manager of Apex 
Electrical Mfg. Company, has been 
named chairman of the Cleveland 
Postwar Forum Committee, whith 
plans to sponsor a series of dif 
cussions on postwar business probe 
lems. Sen. Harry S. Truman ha 
already agreed to address the 
group. 


LANADAS 
MUST 
INFLUENTIA 
MAGAZINE 


* Largest magazine 
circulation 


* Largest volume of 


advertising 
* Vigorous editorial 
policy 
* Cover to cover 
readership 4 
sf 
* Read by the whole 
family 
* Strong influence 
with dealers 


* The choice for Can- 
ada’'s expanding 
market 


MACLEAN @ 


481 University Avenue. Toros 
New York Chicago Montreal London @%9 
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Advertising Age: Please enter my 
subscription for one year and send me a bill for $2.00. 
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‘ Hitch Your Sales=Graph To The 
i p 
™ (It’s The BASIC Thing To Do In Chicago) 


When night-time comes and the stars begin to twinkle —then more than a million 
reader-friends of The Chicago Daily News settle down to the enjoyment of this evening, 
home newspaper. And, before the stars have waned, The Daily News advertising columns 


have stirred countless buying impulses which express themselves at the counters of thou= 


sands of merchants on the morrow. 


Day in day out, year in year out, advertisers feel this never ending response, this 
never ending action. They expect much from this key audience of Chicago which is so 


closely associated with The Daily News. They expect much —and receive in abundant 


measure. In consequence The Daily News has carried, for 43 consecutive years, more 
Total Display linage than any other Chicago paper—morning, evening or Sunday.” Such 


a leadership record stands as acknowledgement of The Daily News as Chicago's 


ae BASIC ADVERTISING MEDIUM 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


tes 
ity 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
o BEEPETROIT OFFICE: 7-218 General Motors Building 


Stars 


*For fair comparison, 
liquor linage omitted 
since The Daily 
News does not ac- 
cep! advertising for 
alcoholic beverages. 


Mm THE CHICAGO DAILY NEWS 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Doherty to Stetson 


James Doherty has joined the 
sales staff of Stetson Hats, Inc., 
New York, and will cover the 
southwestern territory. 


BROWNE 


CHICAGO «DEL 3800 


Newspapers See 
Postwar Upsurge 
in National Copy 


New York, June 8.—An unusual 
survey of opinion with reference 
to the postwar status of newspa- 
pers has just been distributed by 
James E. Stiles, publisher, Nassau 
Daily Review Star, to approxi- 
mately 5,000 advertisers, agencies, 
newspaper men and public officials. 

The survey is based on replies to 
15 questions dealing with the post- 
war position of newspapers in the 
United States, which were ad- 


dressed to 100 publishers, editors, 


heads of journalism schools and 
managers of newspaper associa- 
tions. 

Among those replying, more 
than 90% believe that newspapers 
will emerge from the war with 
greater prestige than ever, and 
the majority believe that soundly 
managed newspapers will be 
stronger financially than they were 
at the beginning of the war. 

Most publishers would like to 
see higher circulation rates kept 
in effect after the war, with the 
“ideal” a five-cent daily paper, 
but few are hopeful that this rate 
can be maintained in the face of 
competitive practices. They also 
believe that present circulations 
can be maintained or even in- 
creased for the country as a whole, 
although circulations of individual 
papers may suffer some recession. 

With regard to postwar adver- 
tising prospects the report says: 


Free ‘Pony Edition’ 


Advertising Age, June 12, 1944 
for Men in Service 


To secure copies of the new “Servicemen’s Pony Edition” of Apvep- 
TISING AGE for former employes or co-workers now in service, address 
requests to Editor, ApveRTISING AcE, 100 E. Ohio St., Chicago, accom- 
panied by this statement: “We agree to mail copies of the Servicemen’s 
Pony Edition of ADVERTISING AGE promptly upon receipt each month to 
the following men and women in the service:” (list here names and 
ranks of servicemen to whom the paper is to be sent, and whether they 
are overseas or in this country. DO NOT include their addresses or 


APO numbers.) 


The first issue will be ready June 15. 


Published monthly. Copies 


are free, and you may have as many as you require. 


“There is an optimistic feeling 
among men in the business end of 
newspapers that the end of the 
war will bring a heavy increase 
in advertising. Estimates range 
from 10 to 75% over the volume 
of advertising individual newspa- 
pers are carrying at present. This 
is based on the belief that recon- 
version of industry will find a tre- 


They sure do! All indications prove it! 


Baltimoreans like to visit us. They like to visit the 
finest studios south of the Mason-Dixon line. Week 
after week, year after year, they come in great crowds 
to see the shows that go on the air from our big 
studio “A.” The actual count is well over 75,000 
people yearly. No other Baltimore station can equal this 
studio audience record! 


Of course, the mail comes in, too—plenty of it... 
and WFBR does not use “‘shot-in-the-arm” stimulants 
to build up mail pull. Just mail—thousands of letters 
from people interested in WFBR’s programs. 


* ANOTHER GOOD REASON WHY | | EB R IS YOUR BEST BALTIMORE BUY! 


Baltimoreans Like Us! 


All types of surveys have told a consistent history of 


WFBR audience leadership. . . 


a top position with 


loyal listeners during the past 22 years—regardless 
of the changes that have taken place in the Baltimore 
radio picture. And don’t forget . . . there are over a 
million people living in Baltimore and vicinity. 


Yes, Baltimoreans have liked us for a long time. 
You make the most of this long-time friendship when 


you buy WFBR in Baltimore. 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


mendous market for the commodi- 
ties that have furnished newspa- 
pers with most of their national] 
advertising in past years ...A 
majority of those who replied be- 
lieve the peak of advertising vol- 
ume will come in the second or 
third year after the end of the 
European phase of the war. There 
were many forecasts that the coun- 
try will experience an era of 
prosperity lasting at least 19 
years.” 

Most of those replying see no 
particular danger of governmental 
interference with a free press, but 
instead visualize a stronger edi- 
torial policy on the part of many 
newspapers, and a growth of in- 
dependent papers rather than of 
newspaper chains. A majority be- 
lieve there will be a marked in- 
crease in the use of color in news- 
papers, and a few feel that offset 
will be more widely used in 
newspaper printing. 


Radio Effect Not Clear 


With reference to the possible 
effect of radio and television on 
postwar newspapers, the study 
says: 

“Newspaper men have a vague 
feeling that the various branches 
of radio and important discoveries 
related to this field are going to 
affect their product and their jobs, 
but they cannot predict what 
course it will take. The majority 
still view it as something in the 
still distant future, not as an im- 
mediate threat. 

“A few sober and conservative 
men think the possibilities have 
been greatly overrated. . . There 
is no general agreement on how or 
when the effects or influence of 
electronics or television will be 
felt.” 


Tyler Joins Agency 

Haan J. Tyler, formerly account 
executive at KFI-KECA, Los An- 
geles, and previously in the maga- 
zine and agency fields, has been 
appointed general manager of 
Smith & Bull Advertising Agency, 
Los Angeles. 
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Esquire devotes liberal space to fine art reproductions. ploits of America’s war heroes. Thousands of readers : 
It’s been one of the magazine’s policies right from the request reprints. And what’s more, get them. Esquire can- statatetacets 
start. Esquire readers, we’ve found, are apt and ardent vases are frequently on exhibition in leading art museums seleletetete 
in their appreciation of the arts. over the nation. Be ; ase 
Superb color reproductions pass in review through each ba “~* - Camagny, renee Weamen's famed dog scien 
tates eeaes Wibishdeiy tereeben tine anti ntitheinaten photos. Not forgetting Antes Bruehl s distinctive color estacetetate® 
» aueetihdaien cial ts al . photography. It’s Esquire’s policy to satisfy its readers’ ° “te 
of established painters rane ES y “me magasine. taste for good American art. To advertisers this means a seers 
Taoengunees horses, game birds, scores of other art sub- common meeting ground with those who appreciate and states wre? 
jects which suggest framing. Stirring depictions of the ex- can afford quality. stctatatate® 
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Welcome Wagon 
Invades Market 
Research Field 


New York, June 7.— Welcome 
Wagon Service Company, which 
for 16 years has conducted a per- 
sonalized merchandising service, is 
making its facilities available to 
advertisers, agencies, publishers 
and broadcasters for marketing re- 
search. 


fers its staff of more than 1,100 
“hostesses,” supervised by some 50 
full-time traveling representa- 
tives, in 500 U. S. and Canadian 
cities. The marketing research 
project will include all types of 
panels, juries, continuing trend 
studies, copy testing; home in- 
ventories and product or package 
acceptance. 

Founded by Thomas W. Briggs, 
who still guides its destinies, Wel- 
come Wagon has engaged A. S. 
Bennett to head the new activity. 
Mr. Bennett has engaged in re- 


tising agencies, besides operating 
his own business, when he under- 
took marketing studies for several 
national advertisers. 

The hostesses, as the company 
calls them, are trained in welcom- 
ing newcomers on behalf of a city 
and its local merchants. They 
make an initial call with a basket 
of various products of the mer- 
chants who subscribe to the serv- 
ice. 

About a year ago the company 
set up a subsidiary, Civic Re- 
search Company, which employed 
the hostesses in each city to con- 


duct surveys for the bank, depart- 
ment store, radio station, etc. 

Success of this venture has 
caused the-company to train new 
personnel. Trainees are taken to 
divisional offices in New York, 
Memphis and Toronto, and: then 
are sent out into the field. The 
marketing research project ex- 
pands this service on a national 
basis. 


Miss Ash to Agency 

Miss Gene Ash has joined Mc- 
Clure & Wilder, Warren, O., 
agency, as a copywriter. b 


Advertising Age, June 12, 1944 
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The company’s new venture of-|search work with several adver- 
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POSTWAR VIEWS? — Humorous illus. 
trations show some unlikely uses of the 
jeep Marshall. Field & Co., Chicago, 
will give to the contestant who buys 
a $50 war bond«ard writes the best 
100 words or less on what he plans to 
do with the machine. The contest ties 
in with the 5th War Loan drive. 
’ ¥ 


Napier Heads Nielsen's 
Canadian Subsidiary 
J. P. Napier, vice-president of 
A. C. Nielsen* Company, Chicago, 
marketing research organization 
has been named 
president ofits 
recently formet 
Canadian. sub- 
sidiary; . As *C. 
Nielsen Com- 
pany of Cangda 
Ltd. Headquar-* 
ters have’ been 
established at 
80 Richmond 
St... W., To- 
ronto. _, 
Assisting Mr. 
Napier. will be 
Haskell Coatés as client service 
executive, and Charles S. Patton 


J. P. Napier 


as field manager. Mr. Coates was ou ¢ 

formerly in the field, statistical and but 
clierit’ service departments of. the Ted 

parent company, and Mr. Patton ay, 

\had-¢harge of Nielsen’s New Eng- JAmerica 

land field operations. You're 

. . tious me 

-» 4| Gerth Adds Pitsker if famili 
, John Raynold Pitskér,. former mrve 

"sl editor of Housing Magazine and }"** ™ 

Coast Banker, has joined Gerth- J substit 

. «|-Pacific . Advertising Agency, San ] Yer ¢| 

‘Francisco, as copywriter and at- Mail ae 


count executive. 


the food 
We, : 


Prescribed 

for Manufac- 
turers wanting 
POST WAR Profits—the 


Plastics field. lab al “; 

Many are now cultivating this 
important market by adver B.. 
tising in PLASTICS WORLD fig 
—the news monthly for men hg 
who produce, buy, design F* af 
and use plastics products. People 
Send for SAMPLE COPY Pitarty « 
and full facts. udgets. 
Plous no 

Post War it will be a 
* BASIC STATION... COLUMBIA BROADCASTING SYSTEM Plastics World 
G. A. yr Mena . en “ Pres. : ig Mgr. Cleworth Publishing 
wor r og n ’ 

: elry o., National Representative Company * 
~ 551 Fifth Avenue New York 17, © ein fox 
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““pehind-the so value of advertising } 
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Patton Sed . ; } 
es was oU CAN LEAD a husband to nutrition... milk, and poultry. The average woman wants new vegetable, Good Housekeeping will be 
- = but can you make him eat? to try it, but she wonders: “Do I use it just able to tell you the most appetizing ways to 
Kah Today, this question looms large in most as I’d use wheat flour? In desserts, gravies, prepare it. 
y Eng- JAmerican households. and soups as well as in bread, waffles, and These are the lengths to which we go to 
7 You're being urged to serve more nutri- cakes? How much do I need? Can I really deserve your full confidence. 
tious meals. And you’re faced with shortages ~ _use it to extend a meat loaf?” Toward that end we employ scientists, re- 
_ f familiar foods . . . you’re being asked to Patiently, we’ve tried mixtures all the way search workers, laboratory technicians, and 
foo and Yetve new things, “alternate” foods and from 6% to 50%—searching for just the home economists. The painstaking work these 


Gerth- ]‘substitute”’ dishes. 

Yet the inescapable fact remains—nutri- 
tion or no nutrition, your man won’t eat if 
the food doesn’t taste good. 

We, at Good Housekeeping, have long 


wane MOBS 


The G.I. cook knows dehydrated foods such as vege- 

ables, milk, and eggs. We are studying these foods 

order to give you accurate information about 
them when they are available. 


Scognized that palatability and nutrition 
ust go hand in hand. That’s why we make 


‘or men 
design Patch after batch of edibles and try them on 
oducts. P°Ple with all sorts of appetite quirks. 
COPY Fitarty eaters, finicky eaters, gourmets, fuss- 
budgets we feed them all—and make co- 
Pious notes on their likes and dislikes. 
a? a 
| ‘ 
| Mabe doy fou, for inalance 
ishing 
/ “ah a new idea, a flour so rich in protein 
ork 17, NB . 1S an economical supplement to pro- 
Sods such as eggs, fish, cheese, meat, 


ideal combination of soy flour and white to 
suit the flavor and texture of different dishes, 
to suit the taste of different palates. 

We did all this in order that the informa- 
tion we print about the use of soy flour 
should be of the utmost practical value to you. 

This extensive research is typical. Indeed, 
we have even gone so far as to grow our own 
crops, in order to try out new foods before 
they reach the market. For example... 


In many a Victory garden this year there will 
thrive a hardy new green called tampala. 
Realizing that our readers would want to 
know all about this new food and how to 
prepare it, we got some tampala seeds and 


y a 
4 m 


Good Housekeeping prints reports on new foods only 
when they can be bought in your neck of the woods 
regularly. We also study changing trends in the 
national food supply to keep you informed. 


i | \ ii ‘ee ua a ys 
HH = 
We think a recipe should please as many different 
palates as possible. So you'll find old and young, 
men and women, Northerners and Southerners on 


our Taste Squad. 


planted them last year. We watered and care- 
fully tended our special crop. 

When the greens were fully ripe we picked 
a goodly mess and brought them to Good 
Housekeeping laboratories. 

Here we analyzed tampala, and checked 
its nutritional values, especially vitamin C. 

Then we cooked it in a variety of ways and 
tried it on our Taste Squad. 

From them we learned which ways of pre- 
paring it were most appealing to the greatest 
number of people. 

When you are ready toserve this interesting 


people do in your behalf reflects itself in the 
articles you find in the pages of Good House- 
keeping Magazine. 


[o cam your conlinued faith 


It is our intention to speak only of what we 
ourselves have investigated, to eliminate 
guesswork and fantasy, to give you informa- 
tion you can rely upon—always. 

This intention we try to carry out on 
every page of Good Housekeeping Magazine, 
editorial or advertising. We express it now in 
this pledge to you, a pledge we shall make so 
long as Good Housekeeping is printed: 


That at no time, and not for any 
reason, or any profit, will any page 
of Good Housekeeping —editorial 
or advertising—trade unfairly on 
your trust. 


Good Housekeepin 
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BUY U. S. 


\ The Homemakers’ 
2@ Bureau of Standards 


To LT ry o 
Guaranteed by > 
Good Housekeeping 


for i Oerective ome 


We give this seal to 
no one—the product 
that has it, earns it. 
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‘Diary of Adman’ 
Author Revealed 
as James W. Young 


Famed Copywriter's 
Musings Published 
in Book Form 


Chicago, June 7.—A secret 
which has intrigued readers of 
ADVERTISING AGE for almost two 
years—the identity of the author 
of the “Diary of 

an Ad Man’— 
was cleared up 
here today as 
the Diary ap- 
peared in book 
form and the 
author was re- 
vealed as James 
Webb Young, 
senior consult- 
ant of J. Walter 
Thompson 
Company, and 
one of Amer- 
ica’s most fam- 
ous creative 
men, 


In an introduction to the 256- 
page book, published by Adver- 
tising Publications, Inc., and de- 
signed by Paul Berdanier, Mr. 
Young explains that the Diary, 
which appeared in ADVERTISING 
AGE weekly for a year and a half, 
and which created more excite- 
ment and interest than any fea- 
ture which has ever been pub- 
lished in the advertising press, de- 
veloped out of a conversation with 
G. D. Crain Jr., publisher of Ap- 
VERTISING AGE. 

Mr. Young originally started out 
to write a book on a certain period 
of American business history, as 
seen from an advertising man’s 
point of view. All or portions of 
the book were to be published 


James W. Young 


Why they 
call the 


POST 
New York’s 
YOUTH-paper 


REASON No. 4 


18 to 24 YEAR OLDS 


NEW YORK POST 22.0% 
Other Eve. Papers 15.1°% 
NEW YORK CITY 12.1% 


This distribution of youth 
readership among New 
York evening newspapers 
is but one of the many 
startling facts brought out 
in a factual survey made 
among 9422 New York de- 
— store shoppers by 

act Finders for the New 


York POST. 


Write for the Complete 
Fact Finders “REPORT 
TO YOU." It is FREE on 
NEW 


request. 
YORK ‘oO : 


75 WEST ST. © N.Y.C.6 


Mary McClung, Advertising Director 
Ed Kennelly, Natl. Advertising Manager 


serially, but Mr. Young discovered 
that it was impossible to gather 
adequate data while on his New 
Mexico ranch because of the lack 
of historical reference material. 
“As a result,” he says, “the notes 
for the book began to take on, 
more and more, a current flavor 
and this led eventually to the idea 
of the Diary ... the Diary ran in 
ADVERTISING AGE anonymously be- 
cause I felt that it would give 
freedom of expression, and involve 
me in less labor over controversial 
subjects. Also, because I had a sly 
notion that this would give it more 


word of mouth advertising from 
the curious—as it did.” 


An Exceptional Career 


Mr. Young’s comments on ad- 
vertising, on business and on the 
entire social scene, as expressed in 
the Diary, have created excep- 
tional interest and admiration, but 
are explainable as coming from a 
man with an extraordinary back- 
ground and a genius for clear 
thinking and apt writing. 

He started his business career as 
a cash boy in a Cincinnati depart- 
ment store at the age of 12, after 


completing the fifth grade, and 
shortly thereafter joined the West- 
ern Methodist Book Concern in 
Cincinnati as an office boy. He 
was there for 10 years, emerging 
as advertising manager, from 
whence he went to Ronald Press 
Company, New York, and then to 
System Magazine in Chicago. 

In 1912 he joined J. Walter 
Thompson Company as a writer in 
the Cincinnati office under Stanley 
Resor, becoming manager of that 
office when Mr. Resor went to New 
York as vice-president of JWT. 

In 1917 Mr. Resor became JWT’s 


president and Mr. Young moved tp 
New York as vice-president, ang 
the following year came to Chi- 
cago as vice-president in charge 
of creative work for all western 
offices of the Thompson company 
a post which. he held until 1997’ 
when he went abroad to ope, 
eight European offices for the com- 
pany. 


Did Many Things 


He retired to his New Mexico 
ranch in 1928, but not to inactiy. 
ity. In the years from 1928 tp 
1941, when he returned to JWT as 
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senior consultant during the win- 
ter months, he took a leisurely 
trip around the world, incidentally 
spying out a few more spots for 
JWT foreign offices; served as pro- 
fessor of business history and ad- 
vertising at the University of Chi- 
cago; made a study of the agency 
compensation system for a group 
of national advertisers, publishers 
and agencies; served as director of 
the Bureau of Foreign and Do- 
mestic Commerce and as director 
of communications for the Coordi- 
nator of Inter-American affairs, 
and developed (with his son 


—_ 


Webb) a mail order business for 
New Mexico handwoven neckties. 
Although much of the material 
in the “Diary of an Ad Man” is 
topical, the underlying philosophy 
of Mr. Young is so sound, and his 
comments are so pungent, that the 
book will undoubtedly supply in- 
spiration to advertising and mar- 
keting men for many years. 

The “Diary of an Ad Man,” 
beautifully bound in cloth and 
magnificently designed, is avail- 
able from Advertising Publica- 
tions, Inc., 100 E. Ohio St., Chi- 
cago 11, at $3 per copy. 


Midland to Schulhoff 


Midland Fabrics Company, New 
York, has appointed Marcel Schul- 
hoff & Co., New York, to handle 
advertising of its drapery and 
upholstery fabrics, in which it fea- 
tures Spectrum prints. 


Johnson Resigns 

Walter S. Johnson has resigned 
as general sales manager of P. & F. 
Corbin, New Britain, Conn., to live 
in Florida, where he will serve as 
manufacturer’s agent in a number 
of southern states. 


Yeast Copy Breaks 


Red Star Yeast & Products Com- 
pany has launched a new cam- 
paign in eight midwestern cities. 
“Jungle copy and striking 2-col- 
umn by 15-inch layouts” will be 
used, according to N. W. Ayer & 
Son, the agency. 


J. L. Cobbs to B&B 

John L. Cobbs Jr., for the past 
six years with Arthur Kudner, 
Inc., has joined Benton & Bowles 
as executive on the Can Manufac- 
turers Institute account. 


VERY business executive knows that the first 
step to a manufacturing and selling program— 
postwar—is a sound and fluid plan. 


Many manufacturers have devoted a great deal 
of thought and research to this subject as it per- 
tains to their particular products and services. This 
32-page booklet entitled, “HOW TO SET UP A 
PLAN FOR YOUR COMPANY’S POSTWAR 
MARKETS” is based upon the thinking and ex- 


perience of a number of these manufacturers. 


x Advertising Managers 
* Sales Managers 
* Company Executives 
* Agency Executives 


all who are interested 
in POSTWAR SALES 


POSTWAR PLANNING GUIDE? 


~~ 
“¢ 


4 — 
HEADQUARTERS FOR INDUSTRIAL INFORMATION 


a? 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


In it you will find—among other helpful infor- 
mation—suggestions for: 
—estimating and charting your new markets 

and potentials 
—securing customer and prospect cooperation 
—outlining a sales and advertising program 
—presenting the plan to your own associates 

.-. salesmen ... distributors 
—putting the plan into action 
In brief, it’s a guide to setting up your own work- 
ing program for new and greater postwar markets. 


We believe you will find it helpful. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


' - ADDRESS 


he 


ama. 


a Promotion Dept., McGraw-Hill Publishing Company, Inc. 

‘+ .'330:West 42nd St., New York 18, N. Y. sat 
This coupon, or a request ) Oe Dear \ Ale Se, ; oa 
on your business letter- } < Please see that | get a copy of your booklet: fat 
head, will bring your copy. “How To Set up A PLAN FoR Your ComPANy’s PosTWAR MARKETS 
It’s FREE, but the supply ; ' * 
is limited. 
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Crosley Sells WSAI 
to Marshall Field 


Marshall Field, publisher and 
editor of the Chicago Sun, has 
purchased, subject to FCC ap- 
proval, Station WSAI, Cincinnati, 
from the Crosley Corporation, 
which also owns Station WLW, 
Cincinnati. 
tated by the FCC duopoly ruling 
prohibiting operation of more than 
one broadcasting station in the 
same general area under the same 
ownership. 

Until broadcasting equipment 
becomes available; WSAI studios 
will remain housed in Crosley 
Square. No changes in personnel 
are anticipated. 


Purchases Iowa Daily 


The Daily News, Newton, Ia., 
has been sold for an undisclosed 
sum to Mrs. Mabel S. Shaw, pub- 
lisher of the Evening Telegraph, 
Dixon, IIL, by the James R. Rhodes 
estate, which still owns the Car- 
roll Daily Herald and Perry Daily 
Chief, both of Iowa. L. O. Brewer, 
business manager and associate 
publisher of the Daily News, will 
--aoced to serve in those capaci- 
ies. 


Our readers 
taught us some- 
thing about YOU! 


E HAVE had the most con- 

vincing possible proof that 
nothing interests people more to- 
day than NEWS and IDEAS. 


HAT PROOF is the almost 

meteoric rise in RETAILING'S 
circulation —to the point where 
we've had to freeze it because of 
newsprint restrictions. 


OU, TOO, are undoubtedly 

more eager for information to- 
day than ever — are reading the 
advertising trade press more 
closely. 


O FROM NOW ON, in this 
space, we are going to give 
you news and ideas that we hope 
will be interesting and informative. 


A ND AS the selection of media 
for postwar selling becomes 
increasingly important, we hope to 
show you why we believe RETAIL- 
ING should continue to be, as it 
is now, your No. | choice in the 
home furnishings, major appliance 
and radio fields. 


vm 


— 
i —_— 


RETAILING 
HOME FURNISHINGS 


New York 3, N. Y. 


The sale was necessi- , 
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Sees Peak 1940 
Living Standards 
Doubled After War 


POST-WAR OPPORTUNITY 
FOR INCREASED LIVING STANDARDS 


HOW MARKET FOR CONSUMER GOODS AND 
SERVICES CAN EXPAND WITH INCOME 


AVERAGE EXPENDITURES PER FAMILY 1941 TOTAL EXPENDITURES 
Based on National Income POST-WAR FOR GOO0S & SERVICES 
Payments To Individuals WAR PEAK OPPORTUNITY 
Under Optimum Employment $165. Osonors) 


( BILLIONS OF DOLLARS ) 


81570 


SAVINGS 


prewar level of under 100 billion 
dollars of productivity, but a bur. 
den that could be handled nicely 
with an economy based on oy 
demonstrated ability to produce a 
levels of 200 billion dollars, 


‘Non-Existent’ Profits 
“With the increased wage ang 


ALL OTER tax levels, business profits woulq 
=o | 10.0 ieeaane ren ttn soon be non-existent under condj. 
‘i hon gpoeneCem ge Rs rng a — is 12.214 tions of a return to prewar levels 
prewar peaks of 1929 and 1940— | Ne es noe a 
with jobs provided for at least CLOTHING a a -aaeong ty Jevels— 
57,000,000 persons — 11,000,000 ae 5 ens See Sees 
more than were employed in 1940 $1,576 entirely for any extended periog 
—is within reach after the war. — so, too, will disappear the oppor. 
So declared Arno H. Johnson, ren weex 210 7 tunity for employment in private 
director of media and research, J.|  “bswuws consomen $1155 pow yond 4 — Of Promises 
Walter Thompson Company, toda wines naa : 
at the regional conference A" roe aaa —- 297 83 627 _Mr. Johnson commented that he 
ern chapters of the National In- 138 are did not mention foreign trade in 
dustrial Advertisers Association 183 | his analysis, “not because foreign 
here. He said the remarkable consumes omamenns sf 327 markets may not be important 
record of wartime production—the payne or Goons ano services $370 FOOO in the postwar, but rather to 
stavicts sconce TM demonstrate that Our wartime ( 
co Ed accomplishment in increased pro- 
———- 1 roo EW ductivity opens opportunities ip ‘ 
Famicy INCOME — UNDER 500% 1.000% $001 © 12,000 1 #30001 (Ne owrkOOoy | the domestic market alone to ab. 
. | Cuass +$00 $1,000 1.500 £2,000 43,000 $$,000 S% of fomilies ) 


sorb the entire production of ful] y' 
employment of our people through 
improved standards of living for 
the masses of our population.” 


att 16L 19% 16% 14% 20% 10% 


© Shelter nciudes Housing Hovsenoid Operanon, Furnishings & Equipment 
Source Estomates of Expenditures of Americon Consumers 194) US Department of 
Lobor 0nd US Deportment of Agriculture August 1942 


1929 1940 
J. WALTER THOMPSON COMPANY 


POST- war 
1944 POSSIBLE 
LEVEL 


HIGHER LIVING STANDARDS AND EXPANDED MARKETS— Here are two of the charts used by Arno H. Johnson, director 


Complete Coverage of media and research, J. Walter Thompson Co., New York, in his exposition of postwar opportunities. 


of one of the 
greatest 
post-war industries 


“know how” that has made possi-| ductivity “is in no sense a predic-| will present to the people both an 

,|ble doubled over-all production—| tion,” Mr. Johnson asserted that| opportunity and a chailenge: 

/fealls for a revision of all former | close analysis will show it is possi- “An opportunity to develop and 
estimates of what is possible or|ble. He warned “that anything| maintain a high level economy at 


KEY TO THE EMPIRE STATE 


—_— ee || desirable. less may not be acceptable to our|maximum employment. An econ- 
' . Emphasizing that attainment of| workers and returning soldiers,” |omy which will be capable of pro- 
it 1328 Bway, New York || q 200 billion dollar level of pro-!and said that the postwar period | viding, for the great mass of our 


population, a standard of living 
fully double our prewar level. 
“A challenge to the people—to 
government, to industry and agri- 
culture and to labor—to make sure 
that our domestic conditions are 
such as to allow and encourage 
this necessary high level of em- i ALBANY 
ployment, productivity and con- j 
sumer demand. 4 


Sets Postwar Target 


“Raise your sights to a goal con- 
siderably above the figures com- 
monly used,” urged Mr. Johnson, 
“to a national production of goods 
and services of 200 billion dollars 
annually in terms of current 1944 
prices compared with prewar 
peaks of about 100 billion dollars 
reached in 1929 and again in 1940; 
to a national income of over 160 
billion dollars compared with pre- 
war ‘prosperity’ levels of around 
80 billion dollars; to consumer 
expenditures for goods and serv- 
ices of 145 billion dollars compared 
with about 70 billion dollars; to a 
retail trade of over 100 billion 
dollars compared with 50 billion 
dollars; to an employment of 
57,000,000 persons excluding our 
peacetime army, compared with 
46,000,000 employed in 1940; and 
to a median family income of 
about $50 per week compared with 
prewar levels of $25 per week, an 
income justified by the / greater 
productivity per man which has 
been demonstrated during the 
war.” 

Declaring that the figures may 
sound fantastic—‘“just as fantastic 
as any belief at the time of Pearl 
Harbor that we could add 100 
billion dollars of war production 
without drastically reducing our 
over-all production for civilians,” 
Mr. Johnson cited figures to show 
that our productive ability per 
man is far higher than had been 
' utilized or even suspected under 
prewar conditions. 


Charts Tell Story 


Illustrating his talk with charts, 
Mr. Johnson said the ability to 
consume is almost unlimited, and 
maintained that we must create 
the demand so that there will be 
a market for the full production. 
“But,” he warned, “to have the 
high level of consumption of goods 
necessary to maintain this high 
level of production and employ- 
ment will require mass education 
—the full utilization of advertising, 


This is the 
ALBANY MARKET 


Over half a million people 
---154,000 families---with 
an effective buying income 


$664,000,000 


This is an ALBANY MER- 
CHANT. (One of a series of 
KEYHOLE CLOSE-UP of Al- 
bany business firms.) 


W, M. WHITNEY & CO. 
Founded in 1859 by the father 
of its present head, Mr. Charles 
L. A. Whitney. This store has 
established an outstanding rec- 
ord of business progress. It had 
the first business telephone---the 
first elevator---the first motor de- 
avery car---and first omnes 
electric lighting system in the ci 
of Albany. It is now Albony's 
largest department store. 


In 1943, Whitney's used over 923, 
000 lines of advertising in Albany & 
newspapers. More than 500,000 lines 
were placed in The Albany TIMES 
UNION. 


Of 696 retail advertisers in Albany 

newespapers, 577 or 83% used The 

TIMES-UNION, daily or Sunday; 4900 
70% were represented in the other paper 
The TIMES-UNION carried 51% of the 
total retail linage in Albany last year 
THE REASONS— 

“COVERAGE 

“ACCEPTANCE 


. 
é AY at Monsen 


This new, utterly modern typesetting plant consists 
of 20,000 square feet of much needed working area... 


completely modernized, visitors will be more than 
surprised to see the streamlined efficiency that 
has been accomplished. In their new home, 
Monsen gives their pledge to provide the 
Natwon’s finest typographic service! 


ALBANY TIMES-UNION 


DAILY AND SUNDAY 


new address... 22 East Illinois Street 


Telephone SUPERIOR 1223 


merchandising and salesmanship to AL. 
make the demand insistent.” A Hearst Newspaper 
Mr. Johnson warned that “it is ~ 
almost unthinkable” that we Represented Nationally by B 
should return to the 100 billion HEARST ADVERTISING SERVICE A 


dollar level of 1940. He said a = 
fair estimate of the postwar annual s 
needs of government, both federal 
and local, is 28 billion dollars com- 
pared with 11 billion dollars in Pe 
1929—“a stifling burden at any 
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o Future? 


URE, it’s human to be anxious about what’s 
S going to happen to him when you see those 
young shoulders swing down the walk and 
out into the world. 


But before you start hanging mental crepe on 
his chances for the future — just see if you can 
remember how you felt at the same moment 
in your life. 


Were you scared when you stepped out to 
make your own way? 


Possibly. But not nearly as scared as excited. 
Not nearly as filled with dread as with dreams. 
Not nearly as anxious over the things that 
worried your folks as to see for yourself what 
the world was like. 


“But,” you say, “things are different now!” Thank 
his lucky stars they are! 


Praise the Fates your son is getting his start in a 
nation beginning to find itself — beginning to 
wake out of the sorry nightmare of defeatism and 
the gloom-filled, small-minded idea that America 
had crossed its last frontier. 


Just look at the new fields opening before him 


now! 


Electronics — television — world-wide air trans- 
port — plastics — helicopters for every garage — 
light metals — Diesel power — 100-octane gas! 


Count the new processes, new materials, new 
methods, new proved productive facilities he and 
his generation will have with which to shape a 
richer, finer, better world! 


No future for today’s youngsters? There’s 
nothing else but! 


There never has been anything but future for 
anyone young of mind and bold of spirit — and 
nobody knows that better than we of Hearst 
Newspapers. 


For you realize, on a newspaper, how dead the 


past really is. How empty of anything but records 
to be surpassed, accomplishments to be excelled, 
ideas to be improved. 


You realize that every item of news you print is 
old history even before the ink is dry — and then 
you see that the great and hopeful thing is what 
follows that news, how it shapes tomorrow and 
the new chances for aspiring men. 


Hearst Newspapers have long preached that les-. 


son in a dozen key cities of the country, with such 
serviceability to nearly 5,000,000 families that 
they’ve come to count on our papers for certain 
definite things. For example: 


Courtesy of the PHILADELPHIA MUSEUM OF ART, Philadelphia 


If it is on-the-minute, accurate news they want, 
they look to Hearst Newspapers first. 


If it is authentic interpretation of events or trust- 
worthy editorial counsel they want, they look to 
Hearst Newspapers first. 


If it is features, newspictures, cartoons, column- 
ists’ comment, society, sports or business news they 
want, they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser 
with an eye on the future will ignore. 


It is simply that in planning marketing programs 


to reach these people, he should look to Hearst 
Newspapers first, as do they. 


It was Hearst Newspapers that first 
used photographs as a part of news-story 


SOURNALISTIC FIRSTS BY HEARST NEWSPAPERS 


In the great and varied task of making the modern newspaper interesting, interpretative, entertaining and serviceable to 
the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts” : 


the use of color in news and editorial columns. 


It was Hearst Newspapers that first 
used regular by-line writers and col- 


coverage. 


It was Hearst Newspapers that first 
developed the cartoon into a regular strip, 
and then into the comic pages which have 
become such a factor in American life. 


It was Hearst Newspapers that pioneered 


It was Hearst Newspapers that first 
used full-time foreign correspondents to 
assure full coverage of news from beyond 
our borders. 


It was Hearst Newspapers that developed 
the first complete magazine distributed with 
Sunday newspapers. 


umnists to provide specialized coverage of 
important subjects such as finance, radio, 
politics, entertainment, society, etc. 
It'was Hearst Newspapers that first 
used and developed the idea of special 
features, such as serial stories, household 
hints columns, cooking news, etc. 
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SPAPERS 


Serving the American People — their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 


) BOSTON RECORD AND AMERICAN 
Morning and Sunday 


LOS ANGELES HERALD-EXPRESS 
Morning and Evening 


NEW YORK MIRROR 
Evening 


( SAN FRANCISCO CALL-BULLETIN 
Morning and Sunday 


Evening 
BALTIMORE AMERICAN CHICAGO HERALD-AMERICAN OAKLAND POST-ENQUIRER 
Sunday Evening and Sunday MILWAUKEE SENTINEL Evening SAN FRANCISCO EXAMINER 
BALTIMORE NEWS-POST DETROIT TIMES Morning and Sunday PITTSBURGH SUN-TELEGRAPH Morning and Sunday 
Evening Evening and Sunday 


Evening and Sunda; 


SAN ANTONIO LIGHT 
Evening and Sunday 


LOS ANGELES EXAMINER 


NEW YORK JOURNAL-AMERICAN 
Morning and Sunday 


BOSTON ADVERTISER 
Sunday Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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More Advertisers 
Will Stay on Air 
During Summer 


_ 'Network-Built' _— 
Shows Replace Some 
Major Stars 


New York, June 7.—Sponsors of 
network programs who _ usually 
take advantage of the hiatus 
clauses in their contracts during 
the summer months will not offer 
radio listeners quite so many new 
replacement shows this year as 
compared to previous summers, a 
study of the four networks’ sum- 
mer schedules reveals. 

The usual list of top talent stars 
are again taking eight to 13-week 
vacations, but in most cases a 
“network-built” show will serve 
as replacement, a program already 
on the air for another advertiser 
or even for the same _ sponsor 
moves in for the summer, or no 
replacement whatever is planned 
by the sponsor. In the last case 
the network will fill in the time 
with a sustainer. Of the sponsors 
on CBS, Blue Network and NBC 
who have already announced their 
plans, less than 10 plan to replace 
winter season shows with entirely 
new formats. This excludes the 
group of national advertisers who 
are starting new network pro- 
grams during June and July. 


No Mutual Changes 


Mutual reports no special sum- 
mer replacement shows, the Blue 
says that 53 of its 56 national ad- 
vertisers will remain on the net- 
work through the warm months, 
while NBC and CBS, who have 
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and WRIGHT-SONOVOX, Inc. 
For latest radio call 
FREE & PETERS, inc. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 Ne. Michigan...... Franklin 6378 
REW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 822 Palmer Bidg.......... Main 5667 
SAN FRANCISCO: Ii! Sutter........ Sutter 4353 
HOLLYWOOD: 6881 Hellyweed Bivd.......... 
Heltyweod 215! 


most of the vacationing talent, 
have practically completed their 
summer schedules with only a few 
programs still unsettled. 

The Blue, which allows no sum- 
mer hiatus clause in its contracts, 
reports that this month Wheeling 
Steel Company will discontinue 
the “Wheeling Steelmakers”; Wan- 
der Company takes off “Captain 
Midnight,” and Sweets Company 
of America ceases sponsorship of 


}“Dick Pracy,” which continues-en 


the Blue on a cooperative basis. 
Sweets, however, on June 19 starts 
its first concentrated campaign for 
Tootsie V-M chocolate drink, using 
48 Blue stations — Monday, 
Wednesday and Friday, 2-2:15 
p. m., EWT, to present news by 
Walter Kiernan. Agency in charge 
is Duane Jones Company. 


Two Blue Replacements 


Only two Blue advertisers are 
replacing their programs this sum- 


mer, with both scheduled to re- 
turn in the fall. Phileco Corpora- 
tion, for “Radio Hall of Fame,” is 
sponsoring an all- musical show 
starring Paul Whiteman’s or- 
chestra and chorus and featured 
singers, while Bristol-Myers Com- 
pany will replace “Duffy’s Tavern” 
July 4 with a comedy series, “Nit 
Wit Court,” starring Ransome 
Sherman. A further summer shift 
on the Blue will occur June.25, 
when O’Cedar Corporation shifts 
“Hot Copy” from 3:30-4 p. m. to 
5:30-6 p. m., Sundays. New pro- 
grams starting early this summer 
on the Blue include Earl Godwin 
for Hastings Mfg. Company; “Aunt 
Jemima Show” for Quaker Oats 
Company; “Time Views the News” 
for Welch Grape Juice Company, 
two shows as yet undecided for 
Procter & Gamble Company, and 
Grove Laboratories. 


Most of NBC’s replacement 


shows start their summer broad- 
casts in June, with some already 
under way. Jack Benny is on his 
vacation, which also marks the 
termination of his contract with 
General Foods Corporation, and 
will return to his 7-7:30 p. m. spot 
Sunday nights this fall for Pall 
Mall cigarets. During the sum- 
mer, American Tobacco Company 
is filling that half hour with the 
“All-Time Hit Parade,” while 


“Those We Love,” another General | 


Foods Sunday program, is on the 
Friday 8:30-9 p. m. spot formerly 
occupied by the “All-Time Hit 
Parade.” American Tobacco on 
July 5 will replace Kay Kyser 
with Phil Harris, orchestra leader, 
as m.c. of the “Kollege of Musical 
Knowledge.” 


Fields for Bergen 


Gracie Fields, English enter- 
tainer, most recently on Mutual, is 


a8) J J ; r) 


substituting for Charlie McCarthy 
and Edgar Bergen on Standard 
Brands’ “Chase & Sanbori” pro. 
gram, and Charlotte Greenwood 
stage star, is appearing for 13 
weeks in “Miss Charlotte,” replace. 
ment show for Pepsodent Com. 
pany’s Bob Hope. “Information 
Please,” sponsored by H. J. Heinz 
Company, goes off NBC July 13 
with an eight-week substitution 
entitled “Vacation Sere. 
nade,” starring Wilfred Pelletier’s 
orchestra and Rose Bampton. 
Liggett & Myers Tobacco Com- 
pany, having parted company with 
Fred Waring, is substituting 
“Chesterfield Music Shop” with 
Johnny Mercer, while Brown & 
Williamson Tobacco Corporation 
is replacing Red Skelton with the 
“Raleigh Room,” a new show 
starring Hildegarde. Lever Broth- 
ers Company has arranged for two 
mystery series on NBC this sum- 
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mer, “Charlie Chan” for Bob 
Burns, and “Boston Blackie” for 
“Amos nN’ Andy.” 

Last week, NBC announced that 
its sustaining series, “Words at 
War,” presented in cooperation 
with the Council on Books in War- 
time, will change its name to 
wpfheater of War” July 4 when 
s, C. Johnson & Sons takes the 
show to replace “Fibber McGee & 
Molly” during the comedians’ 13- 
week vacation. Six othes NBC 
shows go Off this season,” as fol- 
lows: . J. Reynolds Tobacco 
Company, “Abbott & Costello,” 
June 8; Miles Laboratories, ‘““News 
of the World,” June 18; Cudahy 
packing Company, 
June 12; Procter & Gamble, “Truth 
or Consequences,” July 1; Kraft 
Cheese Company, “The Great 
Gildersleeve,” July 2, and General 
Foods, “The Aldrich Family,” July 
13, Only other change on NBC 


_—_ 


“Helpmates,” | p 


reported so far is by Electric Auto- 
Lite Company, which is replacing 
the Ronald Colman show with a 
program starring singer Dick 
Eiaynes. 


G-F Completes Plans 


Instead of using the current 
Thursday 8-8:30 p. m. spot on 
NBC, General Foods will take the 
same time on CBS Friday evenings 
for “Maxwell House Iced Coffee 
Time,” a show starring Charlie 
Ruggles and Cass Daley. G-F plans 
to resume Fanny Brice - Frank 
Morgan this fall are still indefinite. 
Kate Smith has started her an- 
nual vacation from the CBS 8-8:55 
. m. period, the first half of 
which is filled by Maxwell House, 
and the second half to be taken 
by Wm. Wrigley Jr. Company 
with a new show, format of which 
is not yet announced. Wrigley on 
June 16 discontinues its “Ameri- 


can Women” 
series. 

Schenley Laboratories, Inc., on 
June 6 is starting a new program 
on CBS in the interests of peni- 
cillin, as a replacement for the 
Schenley Importers’ “Cresta 
Blanca Carnival.” New program, 
titled “The Doctor’s Fight,” will 
star Raymond Massey, Tuesdays, 
9:30-10 p. m., EWT. William L. 
Shirer, news commentator for J. B. 
Williams Company, has been 
moved from 7-7:15 p. m. to 5: 45-6 
p. m. Sundays to replace Welch 
Grape Juice’s “The Woman From 
Nowhere,” now off the air. In the 
former Shirer spot on CBS, An- 
chor-Hocking Glass Corporation 
has moved its juvenile series “Cor- 
liss Archer.” 

On June 21, P. Ballantine & Sons 
will move “Broadway Showtime” 
from Mondays, 10:30-11 p. m. to 
Wednesdays, 9-9:30 p. m., period 


five times weekly 


vacated by the Frank Sinatra 
show for Lever Bros.’ Vimms. 
Armour & Co. is sponsoring the 
CBS-built program “Dateline” 
Mondays 7:15-7:30 p. m. in the 
period formerly used by Mennen 
Company for “Ed Sullivan Enter- 
tains.” 


Stars Kenny Baker 


When Groucho Marx takes his 
vacation from “Blue Ribbon 
Town,” Pabst Sales Corporation 
will star Kenny Baker, and when 
Fred Allen leaves the “Texaco Star 
Theater” June 25, the program 
will be called “Music for Amer- 
ica,” with James Melton and Al 
Goodman’s orchestra. As in the 
past, the “Lux Radio Theater” will 
take a summer hiatus, starting 
July 3 and returning in the fall for 
Lever Bros. In the first half hour 
of the Lux spot, “The Mayor of 
Our Town,” sponsored by Nox- 
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‘Relations News,” has moved 


zema Chemical Company, will 
be heard, while Lockheed Air- 
craft Corporation plans a new pro- 
gram for the 9:30-10 p. m. portion 
of that CBS hour. Cudahy Pack- 
ing is also planning a new series 
on CBS, to be heard five times 
weekly at 3:15 p. m. 

Other CBS shows scheduled to 
go off for the summer are Lever 
Bros., “Burns & Allen,” June 13; 
General Foods, “Dinah Shore,” 
June 29, and Colgate-Palmolive- 
Peet Company, “Judy Canova 
Show,” July 4. 


Sutphin, Oakley to Blue 


Karl Sutphin, formerly in the 
sales promotion department of 
WLS, Chicago, for two years and 
previously associate editor of Golf- 
ing and Golfdom, has been named 
assistant to E. J. Huber, sales pro- 
motion manager of the Blue Net- 
work’s central division. Frank 
Oakley, formerly with Vogue- 
Wright Art Studios, Chicago, has 
joined the division’s graphic and 
art department. 


Gibbons Names Five 
Harold Nattall, with J. J. Gib- 
bons Ltd., Calgary, Alta., for the 
past eight years, has been named 
acting manager and seniOr account 
executive of the’ agency. G. B. 
Mannix has been named produc- 
tion manager and art director; 
Isabel Lloyd, in charge of the 
radio continuity and copy writing 
department; Lucille Hogan, space 
buyer, and Marjorie Jean Miller, 
secretary of the Calgary branch. 


MacNeill Advanced 


J. B. MacNeill, with Westing- 
house Electric & Mfg. Company 
since 1909, with the exception of 
several years at Massachusetts In- 
stitute of Technology, has been 
named manager of the company’s 
switchgear and control division. 


Griswold Moves Office 


Griswold News Service, pub- 
lisher of “Planning” and ‘Public 
its 
New York office to 52 Vanderbilt 
Ave. 
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SIMPLE 


OMPETITIVE news- 
> papers in Boston 
have a busy time try- 
ing to explain why they 
are so far behind the 
linage totals of The 
Herald-Traveler, yet 
the reason is simple. 


Within a 30-mile radius 
of Boston Common is 
the richest residential 
area of its size in all 
America, and 85% of 
The Herald-Traveler 
circulation is concen- 
trated solidly and con- 
sistently within that 
area. 


It circulates most where 
most money circulates. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 
Boston, Massachusetts 


cc; 
George A. McDevitt Co. 
National R ’ 
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AT&T Expresses Thanks 
For Praise of Ad 


To the Editor: I just want to 
say that we here in AT&T’s ad- 
vertising shop appreciate very 
much indeed the fine piece the 
Creative Man wrote about our “Up 
from the Ranks” ad. We thought 
it was good when we put it to bed 
but hardly expected it to bring 
forth such ringing words as his. 
That of course made them all the 
pleasanter. 

Tuomas T. Cook, 
Assistant Vice - President, 
American Telephone & Tele- 
graph Company, New York. 
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Expresses Thanks 


To the Editor: Thanks very 
much for the nice bouquet that you 
tossed our way in the “Creative 
Man’s Corner” of the May 22 issue. 

CAMERON HAWLEY, 

Director of Advertising and 

Promotion, Armstrong Cork 

Company, Lancaster, Pa. 
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Missing the Boat 


To the Editor: In your Ad-lib- 
bing column of May 22, I came 
across the item wherein Ad-libber 
bemoans the fact that he had been 
euchred out of a $1,000 war bond. 
The reason for this great catas- 
trophe, he weeps bitterly, is the 
Post Office Department’s decision 
that the contest in which Jas. P. 
Marsh Corporation, Chicago, had 
planned to award $2,000 in war 
bonds to those who came nearest 
to guessing the time of the end of 
the war in Europe, was a lottery. 

Ad-libber could have won an 
even bigger award—a $2,500 war 
bond (total award $5,000)—which 
was offered last year about this 
time by the Helbros Watch Com- 
pany, New York, in a contest I en- 
tered. The contest, on which I saw 
a full-page, full-color ad in Es- 
quire, had exactly the same basic 
idea: “When will this war end?” I 
know the ad also appeared in sev- 
eral other national magazines and 
that the contest actually ran. 

Like the Marsh idea which linked 
their product, gauges, in the 
“Marsh Gauge of Public Opinion” 
headlines, Helbros Watch Com- 
pany had the slogan: “—Give your 
TIME for Victory!” strongly urg- 
ing civilian participation in the 
war effort, and making it neces- 
sary to purchase a war stamp or 
bond as one of the conditions of 
entering the contest. 

I was so intrigued with the idea 
at the time that I checked up as to 
the author of the plan. He is 
Murray Hirsch of the Ray-Hirsch 
Company, New York advertising 
agency. 

ALBERT COLEMAN, 

Doughnut Corporation of 

America, New York. 
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Wants ‘G. I. Joe’ 
Letters Stopped 


To the Editor: Answering your 
question, this reader of your paper 
would say that your “G. I. Joe” 


letters are not worth continuing—|: - 


they don’t measure up to the ex- 
cellence of most of your other 


features. 
S. E. Voran, 
Advertising Manager, Pesco 
epee Company, Cleveland, 


, a, Mee 


Should ‘G. I. Joe’ 
Learn the Hard Way? 


To the Editor: As a contribu- 
tor to the “G. I. Joe” letters maybe 
I shouldn’t be defending them. But 
as a “silly, grey-haired advertis- 
ing man, responsible for starting 
this war’, I believe I am qualified 
to write. 

In this connection my mind 
goes back to World War I. I was 
advertising manager for an auto 
accessory manufacturer. I took on 
as an assistant a young man fresh 
out of the Army and “fresh” is 
just the word for it. He had been 
a sergeant or a lieutenant or some- 


This department is a reader’s foram. Letters are welcome. 


thing—anyway, he was “boss” of a, criticizes, especially, advertising of 
group of soldiers and it went to|B. C. headache powders. I wonder 


his head. 


if the manufacturers of B. C. 


He had had no previous busi-| headache powders know that the 
ness training, knew absolutely| Council on Foods of the American 
nothing about advertising. Didn’t| Medical Association permits the 
know a zine etching from a half-| use of its seal on a food product 
tone. I took him in hand and_| that is not fit for human consump- 
taught him the rudiments of ad-| tion and one in which a preserva- 
vertising. In six months he knew|tive is used. Several years ago, I 
more about advertising than I did.| called the Journal’s attention to 
Under my daily coaching he han-| the fact that evaporated milk in 
dled the job pretty well. He even|cans was mislabeled, and sub- 
convinced the management that| mitted to them the following pro- 
he was good. My ideas he put| position: “that if I could convince 
forth as his own. When I left to| the Council on Foods of the AMA 
go on another job, he took over.| that evaporated milk, in its raw 
On his own he floundered badly.| state, was not fit for human con- 
In about three months he was|sumption, then they would with- 
through. He demonstrated that|draw the use of their seal of ap- 
the business of advertising is one proval from the evaporated milk 
that cannot be learned over night,|/abel.” In replying to my letter 
is one that cannot be handled suc- | Containing the proposition, the sec- 
cessfully by the office boy, as many retary of the association was defi- 


seem to think. 


This attitude of the G. I. Joes 


nitely evasive. "= 
According to the definition of 


is unfortunate. It does not augur|the word “milk” as promulgated 


well for the future. It may be due 


by the U. S. Public Health Service 
in the code which they recommend 
to be adopted by cities through- 
out the U. S., they describe milk 
as a product ... “obtained by 
the complete milking of one or 
more healthy cows.” It cannot be 
presumed that a cow is healthy 
until it has been examined by a 
veterinarian for bovine tubercu- 
losis and Bangs disease. The milk 
that is used by the evaporating 
plants is not required to have its 
origin in animals that have been 
subjected to these types of exami- 
nations, consequently, evaporated 
milk becomes a “milk product” 
and not milk. The U. S. Depart- 
ment of Agriculture maintains 
that it would be impossible prop- 
erly to examine and test all cows, 
the milk from which is used for 
evaporating purposes; therefore, 
there is no requirement for testing 
as is provided for in the produc- 
tion of grade A milk. The con- 
clusion is that evaporated milk is 
mislabeled, is an inferior product, 
and, in its raw state, is not fit for 
human consumption. In addition 
thereto, the evaporated milk 
manufacturers use a preservative 
in their milk, and, again, violate 
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the labeling law by not so Stating 
on their labels. 

The editor of the Journal is, oy 
should be, cognizant of these facts 
and is certainly in no position t 
criticize advertisers whom th y 
feel are misleading the public ip 
certain statements regarding their 
products. When the Council op 
Foods takes its seal of approval of 
of evaporated milk, it will prob- 
ably then be in a position to offe; 
construttive criticism, looking tg 
an improvement in the preparing 
of more true labeling, copy, and 
continuity. 

I believe I am correct in mak- 
ing the statement that, at times in 
the past, I have seen evaporated 
milk advertisements in both the 
Journal and in Hygeia, in which 
evaporated milk was referred to 
as “fine” milk, while grade A fluid 
milk was referred to as “ordinary” 
milk. It is also true that, at times, 
the expression “ordinary” milk js 
used by the evaporated milk com- 
panies in their network radio ad- 
vertising. 

Why don’t they all clean up? 

I. K. FRIEDMAN, 

Vice-President, Dairyland, 

Inc., San Antonio, Tex. 


to the natural resentment against 
their unenviable lot of fighting 
men in the meanest, dirtiest war in 
history. They fail to recognize 
that many of us grey beards are 
sincere in our desire to help these 
young fellows find a berth when 
they come back. If those who 
have devoted a lifetime to adver- 
tising are not qualified to point out 
the possibilities in advertising as a 
career for the future, who in 
heaven’s name are qualified? 

And if some of us didn’t devote 
our knowledge, our experience 
and our money to the preservation 
of the business, of the home life— 
of all the things he hopes to find 
here upon his return, what kind 
of world would he find when he 
does come back? 

Youth hates to take advice. So 
maybe it would be a good idea 
to drop the “G. I. Joe” letters and 
let Joe learn the hard way. 

F:; I. LAcKENs, 

Advertising Manager, Hays 

Corporation, Michigan City, 

Ind. 
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Reader Suggests ‘Trends 
in Advertising’ 

To the Editor: You’ve asked 
for further comment regarding the 
“G. I. Joe” feature. Here are my 
suggestions: 

First, although most of the men 
in the service are young they cer- 
tainly don’t like to be “talked 
down” to. The “G. I. Joe” letters 
do not intentionally “talk down” 
to their readers. Yet, the idea “A 
letter to G. I. Joe” is perhaps 
wrong psychologically. It is not 
unlike the mistake we have made 
in sometimes overdoing the good 
neighbor policy. 

Second, most men who left ad- 
vertising to go into the service are 
probably keenly interested in its 
future. Therefore, the essence of 
most of the “G. I. Joe” letters has 
been very stimulating. 

But why not give it a new 
atmosphere ... a new attitude? 
Why not call it “Trends in Adver- 
tising” or something similar? Yes, 
and keep right on having promi- 
nent advertising people contribute 
. but keep it on the “future 
trends in advertising” side. Would 
not such an article have more 
meat to G. I. Joe than the present 
letter which he might uncon- 
sciously feel to be framed to suit 
him? 

F. H. Patton, 

Production Manager, Leche 

& Leche, Inc., Advertising, 

Dallas, Tex. 
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Hits AMA Approval 


of Evaporated Milk 


To the Editor: I have just read, 
with interest, the news item in 
your May 15 issue in which you 
quote the Journal of the American 
Medical Association objection to 
unwarranted “patent medicine” 
advertising over the radio net- 
works. 

I consider this the perfect ex- 
ample of “the pot calling the ket- 
tle black.” I note that the Journal 


R. & T. IOWA 


A SPATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


[- Des MOINES REGISTER and TRIBUNE 
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= 42nd & Broadway? 
«. 
Guess a gain! 


gales 


VER try to shop in the average Iowa 

town? If you haven't, then you've 

got a new and upsetting experience be- 
fore you. 


Main Street looks like 42nd & Broad- 
way when the theatre crowds are letting 
out. You'll find eager buyers fighting 
their way into spick-and-span stores 
after winning the battle of finding 4 
parking space—five blocks east of the 
main drag. 


Where do they get their money? From 
the rich black earth of lowa’s farm lands 
and from prosperous industries whose 
operation is not dependent on war con 
tracts. But they spend it in Urban lows 
... spend it in a steady flow of trade 
which enriches retailers, wholesalers 
and manufacturers. Spend it in tows’ 
and cities where 7 out of 10 families att 
covered by the Register & Tribune. 


lowa,R & T Iowa, is one of America’ 
top 20 markets today . . . it is likelies 
to be the steadiest market on the map 
throughout the storms of war and the 


are fencing off a piece of this fabulows 
market now—to have and to hold 
postwar days. 


of peace. Wise sales manager 


a if R & T lowa isn't ont 
cist you're missing one of 
your 20 top urban market 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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227,000 


Families 


27.5% of the total — radios 
lpia need replacement or major repair. 


Bees 


*40,240 electric washing machines 
in Milwaukee homes need re- 
placement or major repair. 


Miutwauxerans have their plans— 
and money—ready for a purchase of house- 
hold equipment which adds up to some- 
thing sounding like a government appro- 
priation. Their wants and needs are shown 
in detail in The Milwaukee Journal 1944 
Consumer Analysis — including automo- 
biles, refrigerators, vacuum cleaners, toast- 
ers, electric roasters, quick freezing units, 
laundry equipment, furniture, paint and 
other items for the home. 


com *In 20,346 Milwaukee homes—9% of 
the total—the central heating system 
needs major repair or replacement. 


This 2lst annual consumer buying survey 
is invaluable to executives directing sales 
and advertising plans for any merchandise 
for the home. Order a copy from our 
national advertising department. Or in 
New York, telephone O’Mara & Ormsbee, 
Caledonia 5-9544~in Chicago, Franklin 1590. 


THE MILWAUKEE JOURNAL 
PL FIRST BY MERIT | 


Read in 9 Out of 10 City Zone Homes—and 
in 67% of All Urban Homes in Wisconsin 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


NEW ORLEANS; 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Local Publishers 


Want More Chains, 


Survey Reports 


New York, June 8.—A nation- 
wide demand by country news- 
paper publishers for more local 
chain stores is revealed in the June 
issue of the American Press. 
Answering a questionnaire sent by 
the publication to more than 300 
publishers in small towns in all 
sections of the country, 85% re- 
plied that they wanted additional 
chain stores and felt that com- 
munity support would be forth- 
coming. 

Though demand for chains was 
not unanimous, only one publisher 
opposing chains advancea argu- 
ments reminiscent of past edi- 
torials claiming that “chains take 
everything out of our community, 
put nothing back.” 

Replies proved beyond doubt, 
points out the American Press, 
that chain stores do advertise 
locally, and in addition stimulate 
independents to do more adver- 
tising. Newspapers now find that 
chain store advertising is, in many 


cases, 
local publication. The average 
space used by chains in papers 
carrying chain store advertising 
was 37,156 lines, an average 
weekly linage figure equal to about 
$900 a year in revenue in the aver- 
age weekly newspaper. 

Only 20%, representing the 
smallest towns, stated that no 
chain stores exist in their com- 
munities, while the majority re- 
ported at least two chains. 


Form Prockter & Lewis 


Bernard J. Prockter, executive 
director of the Biow Company, 
New York, and Richard L. Lewis, 
program producer, have resigned 
to form a radio production and 
consultation service. Known as 
Prockter & Lewis, the new com- 
pany will start operations July 1. 
No replacements have been named 
at Biow as yet. 


Weigel to Kudner 


Lou F. Weigel, who for the past 
25 years has worked in various 
capacities in the graphic arts in- 
dustry, has been named produc- 
tion manager for the Detroit office 


of Arthur Kudner, Inc. 


the main support of the]: 


Solid Growth in 
SOLID CI/NCINNAT. 


Your bifocals aren’t playing tricks on you. The 
Enquirer’s margin over other Cincinnati newspapers 
in total advertising lineage has really done some solid 
growing in the past 6 years. In 1943, the edge was 


over 11 times what it was in 1938. 


The reason? More and more advertisers, with an eye 
on postwar selling problems, are investing more and 
more in the most solid, stable, feet-on-the-ground mar- 
kets...and in the most SOLID section of those markets. 


And they know that SOLID CINCINNATI READS 


Sy 
Ws, 


YA 


For over 100 years, edited for the thinking, doing, 
earning, solid citizens of America’s most solid market 


« REPRESENTED BY 


PAUL 


BLOCK AND 
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Bob Graham, of Gray & Rogers 
Philadelphia agency, has been 
commissioned an ensign in the 
Coast Guard Reserve (T). He 
edits the 20-page monthly maga. 
zine “Topside” for the Fourth Na. —— 
val District and heads up the 
procurement program. 

William H. Gannett, director o; ALAB/ 
public relations, Bausch & Lomb Birt 
Optical Company, Rochester, N., y. 
has been sworn in as an ensign, | Af!2° 
in the Navy. He expects an 
assignment as deck officer afte; - 
indoctrination and training courses, | arxal 

M. F. (Chick) Allison, sales Litt 
promotion manager of WLW, Cin. , 
cinnati, has been commissioned a ] CALIF 
lieutenant (jg) in the Navy, and Eure 
will report to Washington, D. Cc, Fres 
for duty in the Navy Public Re. ioe 
lations Department. He recently Red 
finished out a term as president Sact 
of the Advertisers Club of Cin- _ 
cinnati. Sen 

Clarke R. Brown, radio director, Stoc 
Lake-Spiro-Shurman, Memphis, | . 
recently inducted into the Army, COLO 
is undergoing basic training with | < 
combat engineers at Camp Pickett, 

Va. CONN 
a 
ew 

H-S-B Again Resigns sie 

7 

Apparel Mfg.’s Account Wa: 

Hillman-Shane-Breyer, Los An- | og; 
geles agency, has resigned, effec- ack 
tive July 1, the account of the Los Mia: 
Angeles Associated Apparel Man- a 
ufacturers and the California Tam 
Apparel Creators. The Apparel 
Manufacturers account has been | SEOR 
serviced by H-S-B since 1935. Atla 

Last April, following refusal of } DAHC 
the board of directors of the group Boi 
to accept the agency’s resignation - 
of the account, H-S-B had agreed | jie 
to continue handling it (AA, April Chic 
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that speaks for itself: MICHI 
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* 70.89, OF THE NATIONAL MINNE 
ADVERTISERS ON THIS STA- Duk 
TION ARE RENEWALS. _ 
MISSO 
* 88°, OF THE LOCAL ADVER- . 
TISERS ON THIS STATION St. | 
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Advertisers don’t renew ms 
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Adequate Postwar 
Ad Budgets Vital, 
NIAA Meet Is Told 


Doubled Productivity, 
‘Grand Strategy Board’ 
Urged by Speakers 


Atlantic City, N. J., June 6.— 
Closing its sessions in the dramatic 
atmosphere of D-Day, the eastern 
regional conference of the National 
Industrial Advertisers Association 
developed added urgency in its 
discussions of the necessity of ade- 
quate preparation for postwar 
economic and marketing problems. 


Among the highlights of the|: 


conference were: 

1. Insistence by John E. Wiley, 
chairman of the board, Fuller & 
Smith & Ross, New York, that ade- 
quate postwar advertising budgets, 
along with expanded sales effort, 
must be provided or plans for 
business expansion, such as are 
recommended by the Committee 
for Economic Development, may 
be fatally weakened. 

2. Prediction by Arno H. John- 
son, director of media and re- 
search, J. Walter Thompson Com- 
pany, New York, that if doubled 
productivity per worker achieved 
in wartime can be maintained, the 
goal of a $200,000,000 national in- 
come and a median family income 
of $50 a week, contrasted with a 
$25 prewar median income, can be 
achieved. 


Suggests Combined Campaign 


3. Recommendation by James 
W. Irwin, National Dairy Products 
Corporation, New York, that all 
advertising associations combine 
to conduct an aggressive campaign 
against anti-advertising, anti-busi- 
ness and anti-free-enterprise prop- 
aganda. 

4. Decision to get back of the 
waste paper salvage campaign, 
urged by the War Production 
Board. A telegram was sent to 
Donald M. Nelson, WPB chairman, 
pledging cooperation. A campaign 
for industrial safety has been post- 
poned to make way for more 


mem ANS 


AT NIAA MEET—At the speakers’ 

table of the NIAA eastern regional 

conference in Atlantic City last week 

are C. E. Gishel, president, Industrial 

Marketers of New Jersey, and confer- 

ence chairman; and F. |. Lackens, 
NIAA president. 


urgent demands of paper salvage. 

5. Presentation of plans for re- 
organization of NIAA with larger 
budget, expanded-staff organiza- 
tion and increased services to 
members, described by F. I. Lack- 
ens, NIAA president, and Walter 
A. Bowe, Carrier Corporation, 
Syracuse, N. Y. Proposed plan, 
based on new dues structure, 
would raise $40,000 a year. It will 
be submitted later to individual 
chapters and to the national con- 
vention in Chicago in September. 

The importance of advertising 
to make sure of the success of 
many postwar plans was empha- 
sized by Mr. Wiley as an introduc- 
tion to a skit put on by members, 
which satirized easy spending for 
advertising now and possible re- 
sistance to adequate promotion 
after the war. 


‘Really Human Relations’ 


Adin L. Davis, Worthington 
Pump & Machinery Corporation, 
and William A. Hart, E. I. du Pont 
de Nemours & Co., discussed the 
growing importance of advertising 
in management policies. Mr. Davis 
suggested using recognized adver- 
tising techniques to sell the im- 
portance of this function to gen- 
eral management, while Mr. Hart 
pointed out the broadened re- 
sponsibilities of advertising which 
have given the executive an im- 
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Winter-Spring 1943-44 Hooper Indexes create 
“market music” about Worcester which is hard to 


get out of your mind. WTAG remains the dominant 
radio station in this BIG industrial market by a con- 
sistently wide margin from the first Hooper figures in 
December ‘43 straight through April ‘44. Over 1000 
factories representing 400 industries in Worcester 
proper alone, give every promise of full peace-time 
production. WTAG, a BIG station in itself, reaches this 
audience from the INSIDE. When you buy time, buy 


an audience. 
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portant place in company councils. 
“It is the business of the adver- 
tising man to know, through 
opinion research, the attitude of 
customers, employes and the com- 
munity toward his company,” said 
Mr. Hart. “His job is really human 
relations — knowing how to im- 
prove the acceptance of his com- 
pany with all groups with which 
it is in contact. His ability to 
interpret these problems to the 
company and to provide the right 
methods for attacking them gives 
him a more important responsi- 
bility than ever before.” 

Mr. Johnson’s discussion of the 
possibilities for maintaining a 
sufficiently high national income 
after the war to service the na- 
tional debt, maintain individual 
savings, and increase consumer 
purchases, was one of the most 
impressive features of the confer- 
ence. He presented graphically 
the astounding economic phenom- 
enon of wartime production im- 
posed on a peacetime economy 
without reduction in consumer 
purchases or the national standard 
of living, and emphasized the fact 
that this result is due entirely to 
greatly increased production per 
worker. If this production can be 


maintained, he pointed out, median 
family incomes can be raised to 
$50 a week, practically doubling 
consuming power. (A more de- 
tailed report of Mr. Johnson’s talk 
appears on Page 24 of this issue.) 


Warns of Public Apathy 


Mr. Irwin, who disclaimed being 
an alarmist, expressed concern 
over the public’s apparent apathy 
toward developments which he 
said adversely affect the national 
economy, and blamed the situation 
on the failure of business to sell 
its philosophy. = 

“When the public fails to rise up 
on its hind legs and howl at such 
unwarranted events as the Mont- 
gomery Ward and Brewster cases,” 
he declared, “it seems to me that 
it is ample proof that the Ameri- 
can public does not understand the 
simple fundamentals that govern 
the national economy and that you 
and I have not done a creditable 
job in exposing our industrial 
facts, philosophies and principles 
so that the populace may see them 
and know them and our organiza- 
tions better.” 

He urged the development of a 
plan for cooperation among all 
advertising associations through 
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the organization of a “grand 
strategy board,” whose function 
would be to present a united front 
“against anything anti-advertising 
against any attempt to destroy oy 
undermine freedom of the press or 
freedom of expression, against 
bureaucratic or lobbyistic attempts 
to bring in grade labeling ang 
other restrictions that go far be. 
yond the bounds required for 
accuracy and fairness.” 


McCauley Chairmans Panel 


Action on the waste paper 
salvage campaign followed a pane] 
discussion of paper, printing and 
related problems by a group of 
experts from the graphic arts field. 
Donald McCauley, S. D. Warren 
Company, who chairmaned the 
panel, emphasized the gravity of 
the paper situation and said the 
mills are now scraping the bottom 
of the barrel. Increased milita 
demands have reduced the avail- 
ability of pulp products for the 
remainder of this year, he ex. 
plained. 

Marvin Bower, McKinsey & Co,, 
New York, criticized some kinds of 
postwar planning as being based 
on the “slot-machine approach,” 
in which a company feverishly 


purchasing power and employment, bolster your own se- 
curity, and most important of all, finance the greatest in- 
vasion in history. Back the attack—buy more than before! 


Go ahead . . . cheer as our friends and neighbor boys rain bh 
upon our enemies! But you have to do more than cheer. Wat‘ 
penditures are at their peak. In the Fifth War Loan Uncle Sa 
asking every individual to buy double the extra bonds he bol 
in the Fourth. War Bonds help keep down prices, assure po 
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searches for some new product 
which it hopes will hit the jack 

t. He recommended the sounder 
method of overhauling all organi- 
zational procedures and exploiting 
developed and established skills, as 
the logical way to assure solid ex- 
pansion postwar. He told of one 
company whose development pro- 
gram, carried on in this way for 
the past 30 years, already includes 
119 projects which are available 
for commercial application after 
the war. 

Daniel Mapes, Walter Kidde & 
Co., New York, predicted a con- 
tinuance of scientific and engi- 
neering progress after the war, 
and urged a more humanistic phi- 
losophy for the broader distribu- 
tion of the results of mechanical 
and technical improvements in 
terms of higher living standards. 


‘Lay It on the Line’ 


Philip E. Wilcox, New York con- 
sulting engineer and_ industrial 
designer, who has produced many 
instruction books for the Navy, 
criticized the hurdles which manu- 
facturers of technical materials 
frequently put in the way of users 
by literature which is not simple 
and understandable. He urged 


them to “take the mumbo jumbo 
and sky writing” out of their 
material, and “lay it on the line.” 

James S. McCullough, advertis- 
ing manager, Philadelphia division, 
Yale & Towne Mfg. Co., discussed 
increasing the effectiveness of 
direct mail by working with dis- 
tributors, keeping a careful check 
on lists, and testing all types of 
promotion. He told of returns of 
from 30 to 40% through direct 
mail efforts, many of them con- 
sisting of “gadget letters.” Adver- 
tising managers can greatly in- 
crease their efficiency, he declared, 
by making their agencies a part 
of their organizations. 

U. S. Sen. James E. Murray, 
chairman of the Senate small busi- 
ness committee, said that cutbacks 
of war contracts emphasize the 
necessity of reconversion, and 
urged that immediate steps be 
taken to get available industrial 
plants back in civilian production. 

C. E. Gischel, Walter Kidde & 
Co., chairman. of the Industrial 
Marketers of New Jersey, one of 
the four participating chapters, 
was general chairman of the con- 
ference, which attracted an unex- 
pectedly large attendance of more 
than 400. 


William R. Boyd 
Joins War Ad Council 


William R. Boyd, formerly west- 
ern manager of Curtis Publishing 
Company, has joined the staff of 
the War Adver- 
tising Council 
as associate co- 
ordinator on 
sponsorship ac- 
tivities. He will 
serve on a vol- 
unteer basis. 

Until recently 
he was with the 
Air Transport 
Command, fly- 
ing North and 
South Atlantic 
routes for two 
years. He was with Curtis from 
1919 to 1940. 


W. R. Boyd 


CAB Offers New Rating 

Beginning with its June program 
report, the Cooperative Analysis of 
Broadcasting has arranged to rate 
regularly for the first time all five- 
minute network programs broad- 
cast throughout the week on a 
national scale. 


‘Small Business’ 
Hits Government 


Domination 


Chicago, June 6.—With “this is 
the year of final decision” as its 
watchword, the National Small 
Business Men’s Association, meet- 
ing here last week, voiced dissatis- 
faction with government domina- 
tion over business and passed 
resolutions dealing with taxes, 
labor, government competition 
with business, price control and 
renegotiation. 

In a preamble to the resolutions, 
the group declared that “the en- 
tire population of 2,800 counties of 
the 3,070 counties in the United 
States depends upon small busi- 
ness or proprietary enterprise’’; 
that “only in 270 counties are 
there any cities of 50,000 popula- 
tion or more”; and that in the 


large cities, also, “small business 
is an important producer of goods 
and a_ substantial employer of 
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mended that Congress act to elimi- 
nate non-essential government 
boards and bureaus; urged that the 
tax on corporation incomes be 
amended to provide for a drastic 
reduction on normal tax and sur- 
taxes on the first $25,000 of net 
corporate income, to a total tax of 
10%, and favored adoption of the 
“principles of single taxation on 
corporate profits by exempting 
dividends paid.” 

It promised that “small busi- 
ness” can employ at least 4,000,000 
returned service men and women 
after the war, provided it is “freed 
from the restrictions and controls 
which strangle initiative and en- 
terprise”’; reaffirmed its support of 
the “open shop principle”; con- 
demned insertion by the NWLB of 
compulsory maintenance of mem- 
bership clauses between employ- 
ers and unions as unconstitutional, 
and, while favoring control of 
prices, salaries and wages by fed- 
eral authority as a war measure, 
recommended that federal legisla- 
tion provide for judicial review of 
final rulings of the OPA and all 


other administrative agencies. 
The resolutions commended the 

present government policy regard- 

ing the disposition of surplus war 


labor.” 
Speaking for “the future of this 
enormous group of American citi- 
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zens,” 


association, 


recom-~ | materials, plants and equipment as 
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A 


“giving small business equal op- 
portunity with big business to bid 
on such government surpluses.” 
However, the association recom- 
mended that renegotiation of war 
contracts be simplified, with the 
right of appeal being preserved to 
the contractor, and that contract 
termination be completed as 
speedily as possible. 


J. E. Fleisch to Join 
Ruthrauff & Ryan 


J. E. Fleisch, for the past 15 
years with A. Stein & Co., Chicago, 
maker of Paris garters and other 
men’s and 
women’s acces- 
sories, the last 
five as adver- 
tising manager, 
will join the 
staff of Ruth- 
rauff & Ryan, 
Chicago, July 1. 
Before he be- 
came associated 
with Stein & 
Co., Mr. Fleisch 
was in the ad- 
vertising and 
sales department of the Chicago 
Paper Company for 2% years. 


Names Hillman-Shane 


Nancy’s of Hollywood, women’s 
specialty shop, has named Hill- 
man-Shane-Breyer, Los Angeles 
to handle its account. Plans call 
for national and outdoor adver- 
tising. 


J. E. Fleisch 


Estey Joins Browne 


F. Clifford Estey, formerly as- 
sistant general manager of Ameri- 
can Zinc Products Company, has 
been named assistant to Burton 
Browne, president of Burton 
Browne Advertising, Chicago. 


Automotive Digest 
interests every _ 
reader, every month! 


Through its Departmentalized edi- 
torial style, every reader of Auto- 
motive Digest is assured of a 
balanced editorial content each 
month, covering every phase of 
automotive service. Regardless of 
the nature of his business, no 
reader is neglected in any issue. 


The 74,250 independent service 
dealer readers of Automotive Di- 
gest approve this editorial policy 
by sending more inquiries to Di- 
gest advertisers than to any other 
publication in the field. Let us 
show you proof of this tremendous 
reader response. 


—_— 


T ’ 
picest | 


AUTOMOTIVE DIGEST 


Cincinnati, Ohio 
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Shifted to Detroit 


R. Bolander- Olsen, formerly 
with the Chicago office of Guide 
Magazines, has been named man- 
ager of the new office to be opened 
July 1 in Detroit. 


WROX Joins Blue 


Station WROX, Clarksdale, Miss., 
has begun operation as a full- 
time affiliate of the Blue Network, 
the 193rd Blue outlet in the chain. 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They. get it from . market many of thelr 
big competitors have overlooked. Per 
haps, you, too, are overlooking the 7-bil- 
“y ent yearly by American 
iN, “%- d out how advertisers in 
Negro field are reaching biggest markets 
at est costs. Write today to Inter- 
state United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and be 
ready for some startling, profit-revealing 
facts. 


‘Work Economy’ 
Plan Advanced 
by Mullins Mfg. 


Warren, O., June 6.—To stimu- 
late action now for meeting the 
problem of employing 60,000,000 
persons after the war, Mullins Mfg. 
Corporation, maker of Youngstown 
steel kitchen cabinets and sinks, 
has initiated a “work economy” 
project symbolized by an emblem 
bearing the slogan: “Give a Man a 
Job. Put Dollars to Work.” 

This emblem is being carried in 
all the company’s national and 
trade advertising, on its letter- 
heads, envelopes, invoices, pur- 
chase orders, pay checks, litera- 
ture, displays and in publications 
reaching its employes and cus- 
tomers. 

Only by putting dollars and men 
to work can the nation prevent a 
recurrence of the stark realities 
of the early 30’s, the company 


points out in a brochure entitled 
“A Work Economy,” in which it 
warns of the dangers in which the 
country would be plunged by the 
curtailment of investments and 
employment 
and the neces- 
sity to act now 
to avert such 
a chaotic condi- 
tion. The book- 
let, starting 
with the com- 
pany’s advertis- 
ing this month, 
will be offered 
to the public on 
request. 
Pointing out that “no philosophy 
or any plan is worth anything un- 
til it is put into practice,” the 
booklet discloses that Mullins has 
initiated a program that includes 
“the development of a new indus- 
try, the rejuvenation of an old in- 
dustry, and the bringing of the 
problem and its solution to the at- 
tention of everyone within reach.” 


Maintains Advertising 
“The proof of our intention,” the 
booklet asserts, “is that we have 


maintained our advertising pres- 
sure on the market and on the 


Give a Man a Job 


trade, kept our sales organization 
employed, and are perfecting our 
distribution system. The founda- 
tions have been laid, but immedi- 
ately following the war, we intend 
to put into operation a national 
distributor-dealer sales operation 
which will create employment in 
four Mullins plants; 50 supplier or- 
ganizations; 70 distributor organi- 
zations; 6,000 dealer organizations; 
12,000 contracting organizations; 
and the thousands of organizations 
from which they all buy.” 

The company, it discloses, in- 
tends to develop its kitchen mer- 
chandising business, started prior 
to the war by its Youngstown 
Pressed Steel Division, “into the 
next big home equipment busi- 
ness.” It adds that the jobbing 
stamping industry, of which it was 
a part before the war, “was in the 
doldrums,” but as a result of its 
war production operations “a 
whole new field of operation has 
been opened up to us and other 
stamping plants.” 


Plans New Designs, Processes 


“We have a large program of ap- 
plying war learned techniques to 
postwar mass production—creating 


Portland, Oregon's 
Favorite Pin-Up 


A new type of news-gathering 
makes the Oregon Journal’s 
Wartime Living Page unique! 


‘Te WAR brought to Portland more than 
just new industries, new people and increased 
payrolls; it brought more than the normal prob- 
lems of rationing and curtailments, of freezes and 
salvage drives. War-swollen Portland was definitely 


a “problem area.” 


Existing government agencies were expanding; new 
government agencies were popping up and mush- 
rooming from office building to office building. 


Even astute businessmen were confused about what they 
could or could not do; where they could go to find out. 
Ordinary folk were bewildered. 


Here was a real job for a newspaper ...a job covering 


war news as it affected Portland civilians. And so, The 
Journal’s WARTIME LIVING NEWS page was born... 
a feature as unique as the conditions that brought it 


into being. 


The Journal’s WARTIME LIVING NEWS department 
is manned by a special staff that has had to inform itself 
on problems of business, of industry, of consumers; 
everything from food to hardware—from wearing apparel 
to the feeding of livestock and poultry—the operation of 
railroads and motor truck lines, stages, city buses and 


private passenger cars. 


It covers the news and information emanating from all 
government agencies including the 23 new war agencies 
that moved into Portland to handle this city’s extra- 
ordinary wartime living problems. 


Today, merchants phone this group of news specialists 
for information to help them plan their future business. 
Farmers write in, dairymen phone, storekeepers and con- 
sumers consult the staff daily... because they know that 
The Journal’s WARTIME LIVING NEWS service is not 


- 
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‘Tin Salvage — Last drive of 
schoo! year being conducted May 
® to 12. Give flattened, washed 
‘tins to pupils of nearest grade 
Sarwol, 
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only alert to current regulations regarding wartime liv- 
ing, but has frequently anticipated future changes. 


THE WARTIME LIVING NEWS department in 
the brief two years of its existence has become Portland's 
outstanding authority on all phases of wartime living for 
civilians. It symbolizes the spirit of enterprise and service 
that exists on The Journal. It is an example of how a 
good newspaper fits into the American way of life. And 
The Journal is a good newspaper . . a warm friendly paper 
..@ paper made up of men and women with ideas and 
enterprise, whose primary aim is to make each day’s paper 


the best they know how..and next day make a paper 


that will be even better. 


That's why the people of the community prefer it—and 


they do! The Journal is read 


Portland area than any other newspaper. 


If you lived in Portland you'd read 


The JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Represented Nationally by REYNOLDS- FITZGERALD 
Member: Metropolitan and Pacific Parade Groups 


by more people in the 
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new designs—new combinations of 
processes which will result in in. 
creased production and lowered 
costs, and not only provide em. 
ployment in our plants, but 
throughout the chain throu gh 
which these new products move.” 
The company declares that “We 
propose to talk this idea over with 
everyone who will listen and pub. 
licize it in the hope that we may 
be able to start a train of thought, 
easy to understand and easy to fol. 
low, which will eventually receive 
the support of all of those who 
would preserve the free enterprise 
system and the ‘American Way of 
Life.’ ” 

The company has released two 
new colorful booklets. One, titled 
“Get Acquainted with Your Kit- 
chen,” is a wartime consumer cat- 
alog telling the story of kitchen 
modernization. Distributed through 
dealers by means of counter-dis- 
play post cards and coupons in 
national advertising, the booklet 
has found such wide popularity 
that the company points to it as an 
additional proof that the kitchen 
merchandising business is “pre- 
sold” and awaits only the day when 
merchandise can be made and de- 
livered. 

The other booklet, “Get Ac- 
quainted with Your Kitchen Busi- 
ness,” promises that the kitchen 
business will be the next great 
home appliance boom, and tells 
dealers how they can profit by 
handling Youngstown equipment. 


Takes Over Agency 


Jewell Advertising Agency, Oak- 
land, Cal., has acquired the busi- 
ness of Tomaschke-Elliott, Inc., as 
of June 1. Bruce Elliott, vice-pres- 
ident of the latter agency, has 
joined Jewell as account executive. 


Lane Joins Bendix 


Robert F. Lane, formerly public 
relations executive with the Boy 
Scouts of America, has_ been 
named supervisor of literature and 
advertising for Eclipse Pioneer, 
division of Bendix Aviation Cor- 
poration, Hasbrouck Heights, N. J, 


THERES NOT 
ANOTHER 
LIKE IT! 


According to the re- 
cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 
Radio can come closer to 
giving your sales message 
. 100% coverage than any 
other medium. And radio 


in Southern New England 
means but one thing 
WTIC. 
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CAREFUL! ARE YOU COVERING THE WHOLE 
AVIATION MARKET-OR ONLY HALF OF IT? 


S antueemeinnaedll A Se EE Ee SSE Bm ctenahtieneaell = 


MANUFACTURING AND 
PRODUCTION EXECUTIVES, 
REACHED NOW BY THE 
“AIRCRAFT PUBLICATIONS” 


i al 


KEY MEN OF MAINTENANCE 
AND OPERATIONS—THE 
FOUNDATION OF THE 
INDUSTRY 
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Yes—Only One Way to Reach and Sell the “Point-of-Sale” 


Maintenance Men Who Keep ’em Fiying. Study These Facts 


OULD you advertise an automotive accessory to 

automotive manufacturers exclusively ? No—you 
would also tell your story to garages and service sta- 
tions .. . the maintenance men of the industry. 


That’s hae it is in aviation. Your products may be 
“interesting” to aircraft manufacturers. As a matter 

of fact, these men may be of great importance to you. 

But unless you are also covering the men responsible 

for maintaining and servicing aircraft and airports, 

you are missing a vast market of vital importance to 

ow now—and of even greater importance to you after 
e war. 


We have now published the only magazine whose 
* 


*% 


editorial policy singles out and covers the key-men 
of aviation maintenance and operations—Aviation 
Maintenance. How we solved the problem of coverage 
is a story well worth hearing. 


Today Aviation Maintenance, with strictly controlled 
circulation of over 15,000, is an amazing success. It 
holds the all-time record for advertising volume in a 
new industrial publication—over 275 pages in the first 
three issues. The current June issue reaches a new 
high water mark—over 111 pages. 


We are almost sold out for 1944. So make your reser- 
vation quickly. Get the facts and get them now. 


* 


ANOTHER CONOVER-MAST PUBLICATION. 205 East 42nd St., 
New York 17; 333 North Michigan Ave., Chicago 1; Leader Building, Cleveland 


14; Duncan A. Scott & Co., 


West Coast Representative, Mills Building, San 


Francisco 4, Western Pacific Building, Los Angeles 15. 
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; hiation wv Mai nten ance 


EDITORIAL STAFF OF AVIATION 
MAINTENANCE NOW COVERS “NEWS 
FRONT” IN OWN FAST 4-PLACE PLANE! 


e@ Thanks to this 4-place Stinson Reliant, 
now owned by Aviation Maintenance, our 
editorial staff is only hours away from 
actual sources of information on vital de- = 
velopments in airport, aircraft and fixed- ‘ — 
base maintenance and operations. Avia- 

tion Maintenance, only publication to 
reach the key men of maintenance and 
operations as a group, thus sets still an- 
other record—by taking to the air to cover 
the airports, instead of waiting for news 
to come to us. 
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American Export Lines use 


The New Pork Times Magazine 
as a basic unit ; 
in their national magazine fs 
campaign (prepared and placed | is 
by N. W Ayer and Son) 


- Beeause The New York Times 
Magazine carries Industry’s 

7 message with tremendous impact | *: 

inte the homes of leading citizens, | *" 
makers of public opinion all dol 
over the United States, mer 
advertisers use it in their wan 
basie magazine schedules. yea 
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DEAR JOE Saga 


COTTE reer ee os amene 


. BUSINESS CHART OF THE WEEK . 
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|. THE PAY-OFF 


lhe Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be.answered here. 


By THE MAIL ORDER MAN 

Readership surveys have shown a uni- 
formly high rating for ads which adver- 
tisers have run to boost some phase of 
the war effort. But there has been very 
little of this advertising which included 
a coupon or otherwise called for a trace- 
able reply. 

W. B. Potter, director of advertising 
operations of the Eastman Kodak Com- 
pany, has furnished some facts about that 
company’s U. S. Cadet Nurse Corps cam- 
paign which are interesting in their indi- 
cation of the direct response to one such 
campaign. 

The campaign, beginning in January 
and ending July 1, is appearing in color 
in 15 magazines—-three general weeklies, 
one of the women’s publications, one farm 
publication, and ten magazines with cir- 
culation largely among young women. 
There are four ads—three pointed directly 
to young women and one aimed at the 
mothers of eligible girls. The circulation 
reached is approximately 12 million for 
each of the ads. 

The campaign is merchandised also by 
space in professional journals and com- 
pany house organs to hospital superinten- 
dents, doctors, dentists, and radiologists. 
A number of requests for reprints for 
display purposes have been received from 
hospitals, as well as for photographs and 
copy in order to run the ads in local 
newspapers over a hospital signature. 

The first ad to appear pulled over 
32,000 coupons and through May 19, the 
total number of replies had reached 
55,853. It is expected that the total re- 
plies before the campaign is over will 
exceed 80,000. 

From the angle of getting a large num- 
ber of high-quality replies, the ads are 
splendidly prepared. There are a number 
of interesting illustrations, the copy is 
factual and complete—covering all the 


questions an eligible girl or her parents 
would be likely to ask, even about dates, 
marriage, etc. Unlikely prospects are 


kept out by a qualifying paragraph tell- 
ing who should answer. 


The coupon is 
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of good size and prominently displayed. 

The only mention of Eastman Kodak 
Company in the ads is a line across the 
bottom reading, “One of a series of adver- 
tisements prepared and sponsored by 
Eastman Kodak Company, Rochester, 
N. Y.” The campaign should be very 
helpful to the U. S. Cadet Nurse Corps 
in its effort to secure 65,000 Cadet Nurses 
by July 1. It is particularly pertinent to 
this column in showing how a well exe- 
cuted campaign can bring a large num- 
ber of inquiries to a worth while war 
effort. 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


Civilian life in the advertising business. 


Dear Joe: 

When I was a kid I read an ad in a 
mail order paper begging for reliable men 
to distribute samples and hand bills. I 
answered and was invited to send two 
dollars which would 
make me a_ bonded 
member of something 
or other. I think it 
Was called the Sun 
Advertising Bureau. 

That was almost 50 
years ago and two 
dollars was a lot of 
money but I took it 
from my newspaper 
collections and joined 
up. I got back a 
membership card and 
a list of concerns which had samples and 
what-not to throw on doorsteps. That’s 
all I got for my two-spot. 

I now had permission of the Sun Ad- 
vertising Bureau to write to the list and 
Say that I would throw around some 
Samples for them. A couple of kid friends 
of mine also sent in two bucks and their 
dads wrote sassy letters to the Sun Bu- 
reau and said what they thought of folks 
who gypped youngsters. 

My father was a locomotive engineer, 
not much on writin’ but long on horse 
Sense. He looked over my two dollars 
Worth of credentials, chuckled and said 


Frank E. Tripp 


oe 


“Go on and write some of ’em and see 
what happens.” So I did. 

In two weeks expressmen unloaded 
bundles and bundles of booklets on our 
doorstep. They were from the Peruna 
Company. Then bales began to arrive 
from other places. 

I had more than I could do at $1.75 per 
1,000 throwaways. I hired the two kids 
whose fathers threatened the advertising 
geniuses of the Sun Bureau, gave them 
one dollar per 1,000, pocketed the other 75 
cents and went about my usual boytime 
pursuits while they wore out their shoe 
leather. This went on the better part of 
a year. 

I got a pretty swell lesson out of it, for 
a boy of 13. Thanks to my dad, I learned 
that it’s worth something to get an idea 
and that when you get it there’s still 
some hard selling to be done. Ideas and 
plans are not dough. They’re just an op- 
portunity to make some. 

But the big thing I learned was that I 
could write letters that got me business 
and that I could hire someone to do the 
work cheaper than I could afford to do it. 
It’s been going on ever since. 

When you get back you won’t be a kid 
of 13 and they don’t litter up doorways 
with literature much any more but there’s 
going to be the damnedest swellest sel- 
ler’s market in this man’s land for a lot 


- 


of years that you’ve ever seen. Ideas still 
will be selling from two dollars up—and 
the guys who have them will be hiring 
the birds who spend their sparetime serv- 
ice hours hoping the government will 
legislate them into jobs. 


I hope you get my drift. You can be 


doing a little postwar planning on your 
own account. Get your old bean to click- 
ing. 
Regards and luck. 
FRANK TRIPP, 
General Manager, Gannett News- 


papers. 


lhe Creative Uans Corner 


This week this Corner reproduces what 
we think is one of the very best of all 
these last years’ hundreds of war adver- 
tisements. 

It appears in Redbook Magazine for 
June. 

The author, the picture caption tells us, 
is a gunner who flew on 69 missions. He 
was awarded the Distinguished Flying 
Cross, the Air Medal, the Purple Heart 
and a Presidential Citation and has re- 
cently received a medical discharge. 

The layout of the advertisement and 
the typography are perfect, even in mini- 
ature. And the text speaks for itself: 


Henderson Field, Guadalcanal. 


October 17. “We came out looking for food, 
After spending the last 48 hours straight 
in our foxholes—waist-deep in mud and 
water, while the Japs shelled us from their 
cruisers and shore batteries—we were hun- 
gry. But we had no luck at any of the 
field kitchens. When we asked where the 
hell our chow was, the mess officer told us 
the cooks were down on the beaches doing 
something a lot more important than filling 
our bellies. They were manhandling 50- 
gallon gasoline drums. Apparently the 
cargo ships had had to throw the stuff over- 
board and let the tide carry the drums in 
toward the shore. So we went on down to 
help out. We spent 72 hours without a 
break, manhandling those 50-gallon drums 
of gasoline around in deep water. The belly 
of a plane has a hell of a lot more pri- 
ority on being fed than the belly of a 
soldier...” 


Henderson Field. 


October 28. “Operations canceled all bomb- 
ing missions today for a new reason—which 
makes things look pretty black around here. 
For a long time now, we've been short on 
gasoline. The bomb-bay tanks of all For- 
tresses were drained today to feed the fight- 
ers. Apparently some tankers have been 
sunk on their way out here, and there is 
barely enough gasoline to keep our tiny 
force of fighters in the air—let alone to 
send a Fortress out bombing, which needs 
about. 2,000 gallons. If gasoline does not 
come in a week, we might as well surrender 
or retreat...” 


Henderson Field. 


November 1. “Terrific celebrations in camp 
today (on home brew from the coconuts!). 
The tankers arrived! These tankers had 
been on their way to some other destina- 
tion, but frantic radio messages diverted 
them to us. Thank God we've got gasoline 
at last! Our chances of ever getting out of 
this hell hole look better now. And tomor- 
row we go bombing again—up to hit at 
Bougainville .. .” 


New Hebrides. 


November 20. “What a day! Bombed Munda 
Point, New Georgia. Our bombardier did a 
wonderful job and laid eight 500-pounders 
right in their lap. We believe he blew up 
a gasoline dump, judging by the flames and 
explosions. Put Tojo right in that spot we 
were in back in October. Boy, if he is out of 


gas we'll be able to paste the living day- 
lights out of him!” 


New Hebrides. 


November 26. “Landed from a tough 10- 
hour mission, and looked forward to chow 
and sleep. But Operations had different 
ideas. A new Jap task force had just been 
sighted and we were ordered out to bomb it 
immediately. We loaded a new set of 
bombs and a fresh supply of ammunition 
and started to take on the 1000 gallons of 
gasoline we needed. Then the pumping sys- 
tem when phut. So we had to load by 
hand. But help came in the shape of a 
three-star general and his staff, of all 
things! When he heard we had to load by 
hand after 10 hours’ straight flying and 
had to go out again immediately, he ordered 


vrtoy 


us all to take a snooze under the wing 
while the old man himself and his pompous 
staff took off their shirts and loaded 400 
gallons themselves by hand! First time I 
have ever seen a three-star general load 
gasoline while a private slept under the 
wing! Did my soul good. But just shows 
what a hell of a swell outfit this Air Force 
is when we go into combat.” 
* 7. 7 

Now you know what gasoline—or the lack of 
it—can mean at the fighting front. Please re- 
member, gasoline powers the attack—don’t 
waste a drop. Buy as little—use as little—as 
you can. Ethyl Corporation, Chrysler Building, 
New York, N. Y. 

Not every advertiser, to be sure, can 
have his copy written thus, by a gunner 
with a D. F.C. But certainly there is not 
one who couldn’t try—to bring real life 
into his wartime messages! 


business Chart of the Meek 


Retail Newspaper Advertising in 102 Markets, April 1944 


NO. OF MARKETS SHOWING GAIN NO. OF MARKETS SHOWING LOSS 


Retail Display 

Amusements 43) 

Mens Clothing 

Women's Clothing 44) 
Department Stores I7 
Drug Stores 36/ 


Furniture & Household 33| — 


Grocers 


OG 
—_—ae 


All OtherRetail 40) 


NOTE: Losses are dve in almost every case to inablity fo handle 1 
ee Advertising because of paper restrictiong 4 


—— Media Records, inc. 
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Extends Radio Research 


Pulse of New York, radio re- 
search and measurement organiza- 
tion, has extended its services to 
the Philadelphia area: First re- 
port will be released the end of 
August and will cover the months 
of July and August. Each report, 
to be issued every two months 
following the initial report, will 
include a total of 6,700 personal 
interviews. 


STUDIOS INC. 
540 N. MICHIGAN AVE. « CHICAGO 
WHiltehall 5355 
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Public Will Buy 
'Sensibly,’ Avoid 
Boom, Avers OCR 


Survey Indicates 
Orderly Market When 
Goods Are Available 


Washington, June 7.— The 
American public will follow a 
“sensible buying policy” and avoid 
a boom market in consumer goods 
when production restrictions are 
lifted, William Y. Elliott, new 
director of the WPB’s Office of 
Civilian Requirements, expects on 
the basis of the latest nationwide 
survey of consumer requirements. 
At the same time, Mr. Elliott pre- 
dicted that stepping up of our ci- 
vilian goods programs would ease 
the transition to normal market- 


Despite wartime shortages, there 
is only a relatively moderate de- 
mand for appliances, according to 
WPB, and in most cases Ameri- 
cans are not planning to buy as 
soon as merchandise appears on 
the market. 

The survey, a sample poll taken 
by the Bureau of Census, rated 
wide interest in housing, with 
enough respondents to represent 
819,000 families indicating that 
they would build or buy. This 
number rivals the boom year of 
1925, when 935,000 units were 
built, and beats 1941, the best 
recent year, which had 715,000 
new housing units. 


Market for 4 Million Washers 


Among 11 appliances covered in 
the survey, washing machines 
were the most popular, with a po- 
tential market of 4,261,560. Elec- 
tric irons ranked second, followed 
by mechanical refrigerators, cook- 
ing stoves, electric toasters, radios, 
vacuum cleaners, sewing machines, 
heating stoves, electric fans and 
water heaters. 

Among all the 4,488 households 
interviewed, 44% said they would 


ing. 


buy one or more of these appli- 


ances at once if they were avail- 
able, but 56% said they would not 
buy any of these items immedi- 
ately, even if there were plenty 
of all of them in the stores. 

Of the 56% who said they would 
not buy immediately, even if ap- 
pliances were available, only 1% 
said they were waiting for im- 
proved models. While some ad- 
mitted they did not have enough 
money, 77% said they did not need 
the item or they had a satisfac- 
tory one. 


Fear Prohibitive Prices 


Even among the 44% who were 
ready to buy as soon as appliances 
were available, a considerable 
number expressed fear that prices 
might be so high that they might 
= be able to afford the merchan- 

ise. 

Commenting on these figures, 
Mr. Elliott said that he felt the 
survey provided evidence that 
when such goods become available 
again, there will be an orderly 
market rather than the wild buy- 
ing rush which some people had 
predicted. 

He predicted that WPB pro- 


grams would further ease the 


-SO YOU THINK POSTWAR WILL 


BE A SELLER'S MARKET? 
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Read How Today’s “Younger Generation” Can 
Make or Break Many a Product Tomorrow: 


i many ways, today’s younger generation is the best 
informed that ever faced a war-torn world. 


2 GLIMPSES INTO THE POSTWAR FUTURE OF AMERICAN BUSINESS: In all 
twar planning, it is up to business to plan not only for sales but for 
survival. By reaching youth now—in the Youth Group of youth’s own 


magazines — you get 3 itive values: First, you can sell the 277 billion 


dollar youth market of today. Second, you can trim down your sales ex- 
pense in the consumer market of tomorrow. Third, and very important, you 
can do your part in safeguarding the future of your own business and the 
American way of life. 


But in certain important, vital ways—this younger 
generation is badly confused. These youngsters need 
your help—to straighten out their thinking, to face 
their responsibilities. Otherwise, they may base their 
postwar attitude on misinformation they are being fed 
now. That would be critical. 


America’s youth — tomorrow’s postwar consumers — are 
already an important market for almost any product. 
As they pass through the 11-17 age bracket, 277 billion 
dollars of consumer purchasing power is spent by, for 
or on them. If you start selling them now, they are 
more likely to be yours in the twar years, than if 
you wait for them to grow up before trying to move in. 


In the Youth Group of youth’s own magazines, you 
reach each month 1,624,773 teen-age consumers — the 
leaders of postwar America — for a page rate of only 
$5,680 per month. A small expenditure, indeed, to in- 
vest in the future of your product and, most impor- 
tant, the future of America itself. 


SOLD AS A GROUP: American Girl, Boys’ 
Life, Open Road for Boys, Young America, 
Young Catholic Messenger. Guaranteed com- 
bined ABC circulation 1,550,000 per month; 
actual average, first 5 months of 1944, esti- 
mated at 1,624,773. One order, one rate, one 
piece of copy. New York 17: 1 East 42nd St. 
Chicago 2: g West Washington St. Boston 16: 
729 Boylston St. 


pee 


transition back to normal markets 
‘when it becomes possible to re- 
lease materials and facilities for 
the production of consumers dur- 
able goods. The programs of the 
Office of Civilian Requirements, 
aimed initially to take care of min- 
imum essential needs, should pro- 
vide a smooth transition back to 
the normal condition of unre- 
stricted supply.” 

Mr. Elliott explained that these 
programs would be used “to take 
up the slack as it comes.” He as- 
serted “it is our job to see that 
full production resources are uti- 
lized for real essential items.” 


Pledges Essentials First 


While these civilian programs 
will not endanger production of a 
single weapon needed for the war, 
he said, and “we do not propose 
to expand the production of lux- 
ury items,” he explained that OCR 
would program things that are es- 
sential for the civilian economy. 
Mr. Elliott displayed pleasure at 
portions of the survey which indi- 
cated restraint among postwar 
buyers. “The results indicate,” he 
declared, “that the American buy- 
ing public will follow a sensible 
buying policy instead of creating 
a sudden boom market, which 
leads to an equally quick collapse.” 
Demand for new housing also 
was a good sign, he said, “pointing 
to a market in the construction 
field which should remain strong 
over a considerable period of 
years.” He noted also that new 
homes would provide “a further 
market for durable goods to go in 
them.” 


Most Houses Priced at $6,000 


The housing was equally dis- 
tributed among farm, rural non- 
farm, and city families, averaging 
close to 10% of each group. In the 
South and West, 12% of residents 
sought new housing, while 9% did 
so in the North Central states and 
7% in the Northeast. More than 
63% of the houses would cost less 
than $6,000. 

Most families who would buy 
appliances plan to pay out of cur- 
rent income, and only a small per- 
centage would use savings. Those 
who would pay out of current sav- 
ings include 45% of the buyers, 
with 31% planning on_ install- 
ments, and 18% savings. 


4,019,236 Irons Needed 


The figure of a potential demand 
for 4,261,560 washing machines 
was created by projecting the 
sample against the national popu- 
lation. Other projections are: 
4,019,236 electric irons; 3,827,048 
mechanical refrigerators; 3,166,924 
cooking stoves; 3,200,348 electric 
toasters; 2,682,276 radios; 2,389,- 
816 vacuum cleaners; 2,322,968 
sewing machines; 1,228,326 heat- 
ing stoves; 1,487,368 electric fans 
and 777,108 water heaters. 

Of cooking stoves, 1,328,604 
wanted gas; 668,480, oil; 676,836, 
wood or coal; 493,004, electric. 
Heating stoves included 584,920 
wood or coal; 292,460 gas; 133,696 
portable electric and 217,250 oil. 
Water heaters included 334,240 
gas; 259,036 electric; 142,052 wood 
or coal and 41,780 oil. 
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SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers . . - 
100,000 readers daily! 


*k *& THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Riverticers Take 
Canning Guide 
for Distribution 


Des Moines, June 7.—A “Can- 
ning Guide,” containing 32 pages 
of practical information for home 
canners, has been produced by 
Better Homes & Gardens and is 
peing offered for -distributien by 
advertisers and others interested 
in the home canning market, at a 
price of five cents per copy. 

Servel, Inc., has already ordered 
200,000 copies of the guide com- 

lete with a special Servel cover 
to be distributed by leading gas 
companies throughout the country, 
and others that have arranged for 
distribution include Kraft Cheese 
Company, Kellogg Company, J. L. 
Hudson Company, Detroit depart- 
ment store, Phillips Petroleum 
Corporation, AT&T, L. S. Ayres, 
Graham - Paige Motors, North 
American Companies. Servel will 
offer its copies to the public over 
the CBS network program it spon- 
sors, “Fashions in Rations,” June 
17 and 24. 

Production of the “Canning 
Guide” follows the successful pro- 
duction last year of a “Vegetable 
Garden Guide,” which was also 
sold at cost price to department 
stores and manufacturers for free 
distribution to employes and cus- 
tomers. Some 800,000 copies of 
this guide were sold and distrib- 
uted and orders for thousands of 
copies had to be returned because 
of the shortage of paper. 


Grade Labeling 
Termed ‘Threat’ 
by NY Chamber 


New York, June 6.—American 
housewives are better judges of 
quality than any government bu- 
reau could be, says the Chamber 
of Commerce of New York state 
in a report just made public, 
which urges business men to op- 
pose grade labeling as a threat to 
the time-honored system of brand 
names and trademarks. 
Compulsory grade labeling of 
products as grade A, B or C would 
necessitate still another costly 
government bureau employing a 
large and growing staff of in- 
spectors, says the report of the 
Committee on Internal Trade and 
Improvements, headed by Arthur 
M. Reis. 

The report adds that if grade 
labeling is instituted, quality would 
be frozen at fixed levels because 
producers would lack incentive to 
improve quality above the mini- 
mum level of each grade. 


Pictograph Appoints 

Charles W. Reynolds, formerly 
field representative for the Bureau 
of Labor Statistics, U. S. Depart- 
ment of Labor, and previously ad- 
vertising and promotion manager 
of Street & Smith Publications, has 
been appointed sales manager of 
Pictograph Corporation, New York. 


FIRST 


In Alabama 


WSGN, on 610 kilocycles, 
covers more of Alabama than 
any other station; by contour 
‘omparison; by mail returns 
and by the original NBC All- 
County Survey. Its morning 
Hooper is 50.2% and it offers 
the best salable time of any 
Station in Birmingham. . . . 

ow, while the spendable in- 
Come of our farmers and 
Workers is at a new high, it’s 
time to think of Alabama and 
WSGN. 


Owen Replaces Sutton 


Gordon Owen has been trans- 
ferred from the Chicago to the 
New York office of the CBS radio 
sales division, replacing David 
Sutton, now on duty as 2nd lieu- 
tenant, USMC. 


Mrs. Katz Joins Wiley 

Mrs. Beatrice Lindner Katz, for- 
merly with William Esty & Co., 
tas joined-Walter W. Wiley Ad- 
vertising, New York, as assistant 
space buyer. 


39 


: president of N. W. Ayer & Son, 
Toogood Joins JWT Philadelphia, has joined the New 


Granville Toogood, formerly a| York office of J. Walter Thompson 
vice-president and assistant to the | Company. 


Publishes Radio Talks 
By C. F. Kettering 


A series of radio talks by C. F. 
Kettering, vice-president of Gen- 
eral Motors and directing head of 
its research laboratories, has been 
published in booklet form by the 


7 Whi 
= ELECTRONICS 


company. Under the title, “As 
‘Ket’ Sees It .. .,” 28 talks de- 
livered from September, 


through March, represent Mr. Ket- 
tering’s part on the General Mo-| 
tors symphony program on Sun- 
day afternoons. 


ql 
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OKLAHOMA CITY 
CITED FOR ACHIEVEMENT IN 
‘YOUTH AVIATION EDUCATION 


For outstanding progress in developing pre- 
flight courses in the public schools .. .. ; 
_ For building up’ the world’s largest local chap- 
ter of the National Aeronautical association for = 
school students. ... | Zi 
' For leadership in promoting interest among 
youth in the future age of aviation. . . . 
For all of this, Oklahoma City was honored 
in 1943 with the Frank G. Brewer award... an 
annual certificate of merit for the year’s outstand- 
‘ing cont: »ution in youth aviation education. 

Today Oklahoma City is the war-time center 
of big-time aviation, the home of the biggest and 
most modern of cargo plane plants in the world, 
the largest and most complete air depot of the 
_ army air forces in the vast allied empire. 
Tomorrow this same Oklahoma City will oc- 
_ cupy an equally high spot in peace-time air trans- 
- portation, will de cashing in on the groundwork — 
it is laying today among an alert and pioneering 
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under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago * 250 Park Ave., New York 
National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 
Memphis, St. Louis, San Francisco 


Food Outlook Is 
Cheerful for “44, 
Grocers Assured 


Chicago, June 7.—Food supplies 
during the remainder of the year 
will be adequate, with some plen- 
tiful, speakers predicted at the 
46th annual convention of the Na- 
tional Association of Retail Gro- 
cers here this week. 

The 3,000 delegates present were 
told that consumption of meat 
would be 145 pounds per person 
this year against 137 pounds in 
1943, with more beef and pork 
available than last year; that all 
fresh fruits and vegetables should 
be plentiful, reports from growers 
indicating bumper crops; that the 
peach crop shows an increase of 
nearly 150% over last year’s small 
supply; citrus prospects are better; 
the apple crop is expected to be 
at least half again as large as in 
1943; and that the potato harvest 
will be at least 5% larger than 
last year’s record yield. 

Adequacy of civilian dairy prod- 
ucts, the grocers were told, will 
depend upon the invasion and 


United States weather conditions. 
If the invasion moves rapidly, 
there is reason to hope that quan- 
tities of dairy products in 1945 
might equal 1944, and in 1946 be 
nearly back to normal, it was 
asserted. 


Food Situation ‘Rosy’ 


Terming the general food supply 
situation “rosy,” Paul S. Willis, 
president of the Grocery Manufac- 
turers of America, said the supply 
of paper and cartons will deter- 
mine whether some of it can reach 
market, and asked for cooperation 
in the paper salvage campaign. 

Lt. Col. Ralph Olmstead, deputy 
director for supply, War Food 
Administration, pledged that re- 
serve government food stocks will 
not be disposed of after the war to 
low bidders who would buy them 
up and ruin the market. “The 
great need for food in the years 
following demobilization,” he said, 
“should make it both necessary 
and possible to distribute food in 
a fashion designed to maintain 
stable prices and markets.” 

A resolution was adopted de- 


manding a sweeping revision of|d 


the Priée. Control Act to avert 
“further wholesale destruction of 


PENICILLIN... miracle from mold 
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A mopest cRAnt of $1,280 started peni- 
cillin, the miracle drug from mold, on its 
life-saving mission. To the Rockefeller 
Foundation goes the credit for having re- 
sponded to the request for a research fund 
made in 1936 by Dr. H. W. Florey, of 
Oxford, England. 


It was during the work financed by this 
grant, later generously amplified, that the 
properties and activities of penicillin as a 
practical antiseptic agent were discovered. 
First used for the treatment of mastoiditis, 
then as the Army Medical Corps received 
more adequate supplies, for conditions 
ranging from burns to soft tissue wounds 
and compound fractures, miraculous re- 
sults were attained, without toxic effects 
upon the patients. 


Scarcely a day passes but the clinic and 
the medical press report some fresh won- 
der in the treatment of eye infections, 
meningitis, pneumococcic pneumonia, 
gonorrhea, or staphylococcic septicemia, 
to cite only a few. 


The literature on the subject is increas- 
ing so rapidly that the civilian physician 


is overwhelmed by its sheer volume; yet 
it is imperative that he keep in close touch 
with such developments—for the day is 
approaching, perhaps within a few 
months, when penicillin will be available 
generally for his patients. 


Since 1941, when the first reports on 
penicillin appeared, Modern Medicine has 
kept the medical profession informed of 
major developments. Each month a special 
department offers news on penicillin. The 
June issue contains a comprehensive re- 
view article correlating the work of Flem- 
ing, the discoverer of penicillin and Florey, 
among other noted British physicians. 


It is the specialized function of the edi- 
tors of Modern Medicine to supply all 
active practicing physicians with reports 
on current progress in General Medicine, 
Surgery, Pediatrics, and the other special- 
ties, with the emphasis on diagnosis and 
treatment. The medical profession accepts, 
with enthusiasm, the \critical and prac- 
tical choice of significant material pre- 
pared each month, and presented in such 
concise and authoritative form. 


MODERN MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
PUBLICATION OFFICE—MINNEAPOLIS, MINN. 


NEW YORE - 
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independent small business,” in. 
cluding food distributors. Judi. 
cial review of all price and rent 
regulations was urged, a proposal] 
that has been condemned by ad. 
ministration leaders as certain to 
bog down anti-inflation efforts. 
The grocers also asked cessation 
of government “competition” with 
private business and discontiny. 
ance of the OPA’s cents-a-unit 
markup procedure as an unfair 
restriction on legitimate profit 
taking. 

J. F. Carroll, chief of the Opa 
Food Price Division, declared that 
the OPA is considering severaj 
changes in food rationing regula. 
tions which should simplify gro. 
cers’ problems. 

John S. Jaeger, Baltimore, was 
elected president of the association 
to succeed P. M. Brinker, Dallas. 


GMA WILL CONFER 


New York, June 7.—Need for 
returning now to competitive sel]. 
ing will be urged by Grocery 
Manufacturers of America at 3 
meeting here June 14 and 15, ac- 
+7 aed to Paul S. Willis, presij- 
ent. 

Subjects will include trade prac. 
tices, relations with wholesalers 
and retailers, cooperative adver- 
tising, and salesmen’s operations. 
For the first time, Association of 
Manufacturers’ Representatives, 
operating in about 40 markets, wil] 
meet, on June 13, with GMA. 
Clarence Francis, chairman of the 
board of General Foods Corpora- 
tion, will address a luncheon ses- 
sion of AMR. 

Lee Marshall, director, Office of 
Distribution of War Food Admin- 
istration, will be luncheon speaker 
June 14, and James F. Brownlee, 
Jean Carroll and Walter Straub, 
all of OPA, will address GMA 
Thursday noon. Other sessions 
will be devoted to discussion, for 
members only. One subject will 
be a proposed public relations 
program by GMA, for which funds 
recently were raised. 

GMA includes 300 companies 
with combined advertising ex- 
penditures of about $100,000,000 a 
year. 


Airtemp Names Cameron 
Merchandising Head 


Ralph C. Cameron, with the 
company since early in 1942, has 
been named to the newly created 
position of di- 
rector of mer- 
chandising for 
Airtemp  Divi- 
sion, Chrysler 
Corpora- 
tion. While 
continuing to 
direct postwar 
planning activi- 
ties, Mr. Cam- 
eron will head 
all advertising, 
sales promotion 
and sales train- 
ing activities of the division. 

V. P. Black will continue as a 
vertising manager, W. H. Knowl 
ton as sales promotion manage 
and Paul H.: Dow will be ® 
charge of sales training. 


R. C. Cameron 
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WHAT OUR ADVERTISING STAM 
NEEDS IS A GOOD TECHNICAL WRITE 


We have needed a good writer of 
technical copy for handbooks, sales 
manuals, bulletins, catalogs for a long 
time but, so far, have managed 
get along by compromising a | 
and burning the midnight oil. Ours 
is a very well established busines 
serving the metal-working industries 
with a future even more promising 
than our 38 years’ past history. 


The President of our company is # 
forward-thinker and lets the Adver- 
tising Department function with free 
dom that encourages enterprise 4 
initiative. Teamwork, in consequence 
figures BIG in our modest setup. 


The man we need (permanently, of 
course) is probably a free-lance 
nical writer at present, or possi 
an editorial man on a business mage 
zine who would enjoy greater lath 
tude for his talents, interesting and 
pleasurable work. Preferably an @ 
neer. Location 100 miles out © 
cago where living can be in 
country or the city as you choos 
Salary open. 


Box 4854 
Advertising Age, 100 E. Ohio Stres 


Chicago Ml, Illinois 
_— 
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Radio Makers Get 
Set for Postwar 


Reconversion 


Chicago, June 7.—With a tre- 
mendous backlog of consumer re- 
quirements that should keep the 
industry busy for years, the Radio 
Manufacturers Association at its 
wartime conference here this week 
laid plans for civilian production 
after the war in Europe. 

“No other industry offers a 
greater peacetime employment 
opportunity than radio,” declared 
Paul V. Galvin, retiring president, 
in suggesting that after Germany’s 
defeat all radio production no 
longer would be needed for the 
military and that the manufac- 
turers must be prepared to turn 
quickly to civilian production, 
probably some time in 1945. 

“No employe in the radio indus- 
try should move to another indus- 
try,” he said, “because we will be 
busy right up to the conclusion of 
the war with the Japanese, and 
civilian production will gradually 
increase as war production de- 
creases.” 


Urges Allocations Program 


When that time comes, he con- 
tinued, “our model designing 
should be all ready for pro- 
duction, our merchandising plans 
ready for execution.” To carry 
out such postwar plans, he recom- 
mended that the industry and 
WPB develop an allocations pro- 
gram now to integrate war and 
civilian production. He declared 
there would be no radio sets with 
“fantastic gadgets,” but “im- 
proved” sets after the war, adding 
that “when we do get postwar 
television, it will be the advent of 
a great business.” FM radio, he 
said, will be an important factor 
in postwar radio. 

Wartime discoveries in radar, 
while they cannot be discussed 
now, will revolutionize navigation 
and control in land, air and sea 
travel, he said. Electronic devices 
will be used in industrial plants 
to change radically methods of 
production. 


Army Contract Schools 


Col. William Mack of the Army 
Signal Corps described plans for a 
series of contract termination 
schools to help contractors in the 
radio industry, already faced with 
frequent terminations, to effect 
speedier settlements, and to estab- 
lish common procedures in han- 
dling cutbacks and cancellations. 
The association will co-sponsor the 
schools. Sessions will begin in 
cities throughout the country July 
5 and will close earlyNin August. 

Maj. Gen. William H. WNarrison, 
chief of the procurement afd dis- 
tribution service of the Signal 
Corps, said production of war 
radio equipment in the first half 
of 1945 probably will drop from 
15% to 20% below present levels, 
barring an early victory. “I would 
Taluer not hazard any guess as to 
the level of the last half of 1945,” 
he added. “Even a_ prediction 
might be misleading.” 

Raymond C. Cosgrove, 
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president of the Crosley Corpora- 
tion, Cincinnati, was elected presi- 
dent of the association to succeed 
Mr. Galvin. 


Income Tax Supplement 
The “NAM News,” weekly news 
organ of National Association of 
Manufacturers, New York, in its 
May 25 issue carries as a special 
supplement a comprehensive, 16- 
page review and analysis of the 
tax simplification law to aid the 
more than 11,000 members of the 
association in setting up new tax 
withholding machinery. 


Chicago Dotted Line 


Club Elects Clevenger 


W. S. Clevenger, Case-Shep- 
perd-Mann Publishing Corpora- 
tion, has been elected president of 
the Chicago Dotted Line Club. 
Other officers are S. W. Hickey, 
Simmons - Boardman Publishing 
Company, Ist vice-president; Paul 
Clissold, Bakers’ Helper, 2nd vice- 
president; and Frank A. Lederle, 
Haire Publishing Company, secre- 
tary-treasurer. 

Named to the executive com- 
mittee were A. Hauptli Jr., Mc- 


Graw-Hill Publishing Company; 
C. R. Farmer, Oil and Gas Journal; 
Charles E. Price, Keeney Publish- 
ing Company; Emil G. Stanley, 
Traffic World; J. U. Farley, Domes- 


tic Engineering; D. R. Watson, 
Welding Engineer; Bruce Knapp, 
Conover - Mast Publishing Com- 
pany; and Anson Meanor, Mc- 
Graw-Hill Publishing Company. 
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First In Importance 
Car Dealers and Independents 


DO YOU APPEAR 
IN THOSE DREAMS 


? 


We get letters from the boys over- 
seas which indicate that now and 
then, during lulls, they think about — 
the old shop and how it’s going to 
look when they come back. 


Many of these men who were in the 
service business are better mechan- 
ics now — more conscious of the 
value of doing things right the first 
time—mindful of the importance of 
tolerances, and equipment and good 
tools. 


How often do you suppose you 
(meaning, of course, your products) 
appear in those dreams? How 
deeply did you impress them with 
your identity before they went 
away? 


It would be interesting to know. 
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A CHILTON Publication 


Chestnut and 56th Streets 
Philadelphia 39, Pennsylvania 


Po | : | 
ee ee mi 
' ee <. 
—_— Sec ; cS 
| : pic : aor 
| ; es ee ieee ae 
| a . 4 ee Pear er 
Shor : a Nit 
: _ ates 
& ‘ ae 
. . 
pi. 23 
a ~ | 
ae i 
; * : 
sas 
f = PS 
Sagres oe sola if a 
——— sit i ial 
oo Ry: pees ‘di aa rh bg be oh Pad, _" a ———— aa Ps ee, 
: <a eran 2” iF a eS a8 fs” oa . 
See > ii ae 
: j ail = a ia "ro ph a el a, . = Oe 
PO — . : iii Re Nou 
co 2 all ln Ms em Be ie: = im ee 
453 us j oP _ ee — . @ ‘eae SSS ; 
a j 2 ae i 2. | Be ak: —————— ees 
4 ae | a Ls > Ba!” 
‘ eo . Bd AS Wa fie on 4. -—- ————————— ESSJ- : 
r ee ov 7 ae | 
4 t — ‘= eI] ca te , oe a SSS : 
as - | Ge 3. Les = zs Sas] F : 
ce of  - Se SS i i nt i ee 
j fee ne ew . oe Z +. j oy Oi ae 
\dmin- | ae a ee | | # ee: 
speaker  —_ —— a a | ‘ P jee 
ownlee 4 = > _* OO — 2 : “ ores 
St 1 Be q cathe me it s - ‘ ¥! nie 
raub, ee 7" wae wil ‘ i ce zi a ey 
‘ i Be s ese y ‘ m ae pie F 4g To 
. 5. ee Se : i 7” Be oy ee co 
Sessions tie aie a as fee 
ion, for a a — fo 
elations + ri. 4 7 ail le 
a ai, eae ae — me Ft eo a 
h funds o ig Sy iad. bis . me a . 
mpanies ms PU ra Bei J yg? ; ‘ial eo As ey a -_ = a 
n ex- we ie mo oe eee eee ra i oe ; = 
B Re fa ea ee Lee fee Pepe a: > ae . a 
00,000 a et wee ee ae on ee te Scene ‘ = “ii 
’ * mer Biers Tot we eee Ng fe oe, nae ia oe ig 6 a aaa 
es eel mg seme, SE ae OT reer ie re ae 
ey eee BR oe tk SEES = ee p> ae 
eee ea ee oe Lediaiee See 7, Rie ican Ma ae 
eat he Pale ag Be. yee a Be rade : eae ee 
meron seit ie angel oe 43 tas 
aaa Dye for oon aie % § : cae Pore 
’ Bi, oa a Ps eae ae as ae 7 2. ea wet esr: 

i 4 yan Jee a Md ‘eae vl ‘ pty tas Seer ae = : a nah le a i Ta: - 
vith the : Ae a a } gia Yat aH he Ae —— ¥ i ., 7 : - 
942, has PT ph aS oe teh ies a 
? ae bi ae eno va eae, sail” eee Sek a ae 2 
; ated a oe + 9 Byte , = Met fhe “ee ee sm | at ate ee br 

cre cs 4 OF np ae ; i tee. Be oo: ae OTR eX ie ee 

Pag §, nf oe ot im eee HE Fe mar nn 
‘a a ee es ane . Sy ig ee ae ¥ Big ee ger Ce yt ili 
Bi igh rc, a> tte 3 pte 2 eee 2 eee “4 ee 
" : a i, , a ES ee ie J a an oe 4 tat i ak a. i 7 
Otay TEENY Wy AI Bee OOS ge oi Ade bee. mn 
‘ peed i, = 3% 4 . Rd Sue Ot ee. Otte ine ra oe . oe cae fe “a 
NRO ONE Ge ape Ma j ae 
7 Jd : tee, 9 er ee WO Rae Fe 
4 na bss. % é fg ° tn Oy Seeing ee 7 
nade ~% — a1.  - ae oy ial dei ee 
"eel < ak = gai ¥y x oe — eel . er he iy ¥ ; : " 
4 Ve Obit pees Yee oe, pee a fa. + ae rs 2 oe 
- f . foe 3 : eae . ee A, é a Biol 2g rs * * . eee: a 3 a Le dhe ; 
Bian a 3a Fe oie: Tee ao a. ae 
a oo, Beet et, gee 4  . % 
‘ff x; % a log ae of >? “eer ee “ ie a 
. = PP ad ii ae hae” : Pes ass me ie —— 
ra 3 . vies ae e ee a i # e : Ci oh ia fy e: . . = oS ne ae Be ; 
Cc , ae ae a Ye vee’ oe ae Pane ie ar, 
re nate a i 2 ; if « eet? pitt ee a 
ed =. si . ee '; & i oe he ar , eee oe : re: 

j peigion 2 fee i ae Bip t ee ie ae sip 
sion. ie i pt he. delle ti 2 ll /. 
ue as a A S| ao Be, Mamegariig 3 ! 

[. Knowl DE NY ee “fo EM Line coe oe? eS 

PIE ia. hb SP gag, 7 ieee) 

manage! ae ee oa wae AY | ie Wragg § ahi Je = 
; j hae ieee oy ae” af oe, Oe hed We: ae ae - 
ill be @ - Err yy Ae i Pe ee a ie. 7 ee aS e3 ar” : 

ibe) exe we es es a . lt 
Vee aa. jae Pe goth eM ae aida ay ae oe 
— Cay Sea Ge PM. oe *: oye eo Th f te. . * a j 
od be ua — “I ae eo a | Bae : ott os ‘ att? *p ‘ ad a 7 ee: 3 = 
i ee Va a a pets. AT ONS Bee a “ae: as J 
; ee Ger penne eee ne ; ae oo! Cana? + ee mh 
a ee Ped Sars te Cm ch Jy pe [PPP ON ea force ke 
son dj, Wi as FS re vs a f Ly : a Sg r _ ' ree. : 
a Mi, Fie na es et be ef | Lae a Abe - oe fs bus ‘Sm “ a a saat 
" ARTE. eo a, ‘een os Eve a a = a 
ata! dps Ne = hi oe ‘iP wars af) sr 2 ie = om aa 
IG STAR a Te i” ee 3 yes se i em ea eae ie 
AL 2 carr = as ‘6 = se a ‘ E = aes a e ce * rs a ag ‘ eh 
ee ‘ 1? ae aes * ib no a See eee ae Aw 
Sg ee es ae ee ine a ae re a aay i ‘a ig 
“i a a Seem ey o-} Sa eee. F* Sy | ae 
: ne ee Taken er ere ae Be: 4 =a en 
writer d . ae a) a n er -_ rt aii ys = a. ¢ a ay: i pee is re 8 ae 
soks, sales ie ? aie lear ¥ — Je ae 
for a long oe i pal ae : coh 
anaged {0 ‘ % = thm 
1g a little ' 4 . ae 
oil. Ours a oe On wali 
d busines : ooh ong. 
industries , . ; 
promising , Fo 
ee 
| a 

or poss! | 
iness mage | 
yreater lati- a 
resting ang ss 
bly an ong 
out of ; 

be in th 1 Po i 
you choos® , : 

| a ae - me 
Ohio Stree x 
Boren ° 
r ; : — ’ 
& ; a s" 


Monsanto Introduces 
4 . . 
Boil-Proof’ Plastic 

Monsanto Chemical -Company 
has introduced Cerex, said to be 
the first thermoplastic that will 
hold its shape and strength in boil- 
ing water while being molded. 
Cerex, now only in pilot plant pro- 
duction for war uses, will be mar- 
keted generally after the war in a 
price range between 30 and 85 
cents, James Turnbull, assistant 
general manager, told a "New York 
press conference. 

In addition to present wartime 
uses for radar, radio and other 
military electronic equipment, 
Monsanto plans to apply it later 
for automotive and business ma- 
chine parts, decorative parts and 
various household items. 


Ritchey Promoted 


Robert J. Ritchey, formerly as- 
sistant manager of sales promotion 
and since 1941 acting manager of 
the market development division 
of the sales department of Car- 
negie-Illinois Steel Corporation, 
has been named manager of that 
division. 


New Latin American 
Publication Planned 


Canterbury Press, Chicago, pub- 
lisher of business magazines for 
Latin America, will launch a new 
publication, Radio y Articulos 
Electricos, in October. With a cir- 
culation of 12,000 in 20 countries, 
the publication will be aimed di- 
rectly at the radio and home appli- 
ance fields and will be printed in 
both Spanish and Portuguese. 

Offices have been opened at 55 
W. 42nd St., New York, with 
George Miller, who has had exten- 
sive experience in the radio and 
home appliance publishing fields, 
as manager. 


Kilbane Named V.P. 


Michael J. Kilbane, former 
West Coast sales manager and 
midwestern sales manager for 
Macfadden Publications, has been 
appointed vice-president and cir- 
culation director for Physical Cul- 
ture. Mr. Kilbane will also serve 
as a member of the board of the 
V-Production Corporation, dis- 
tributor . of Bernarr Mactfadden 


health foods. 


Gets Aircraft Account 


L. E. McGivena & Co., New York 
agency, has been named to handle 
the advertising of Jacobs Aircraft 
Engine Company, Pottstown, Pa., 
maker of Jacobs and Pratt and 
Whitney engines. National, busi- 
ness and aeronautical publications 
are being used, as well as a group 
of financial newspapers and media 
for Canadian, Latin American and 
other foreign markets. 


Issues ‘Push Book’ 


Belnap and Thompson, Chicago, 
has issued its 1944 prize award 
book for companies interested in 
merchandise awards for sales con- 
tests, production contests, etc. 
There are about 500 items listed 
in the book. 


Washington Elects 


Matt Meyer, Daily News, has 
been elected president of the Ad- 
vertising Club of Washington, 
D. C. First vice-president is Frank 
Gatewood, Times-Herald; 2nd 
vice-president, Don Barnard, Post; 
treasurer, Ernest Johnston, Lewis 


Advertising Agency. 


WPB Keeps Close Tab 
on Invasion Progress 


Washington, June 8.—Nowhere 
will the progress of allied arms 
in western Europe be more closely 
examined than at WPB here, 
where production programs must 
be constantly reviewed so that 
fighting men will get their needs 
with a minimum of strain on the 
national economy. 

As the European campaign pro- 
gresses, many plants now tied up 
in war work will be released by 
military officials, who will find 
themselves in a position to estimate 
more accurately the actual needs 
of our armies. 

Many of these plants, particu- 
larly in the aircraft, tank and 
shipping programs, had been kept 


in a stand-by condition, prepared 
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don't give up! 


To paraphrase an old proverb, continuous non-stop advertising is the 
price of public favor. 
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the product is soon forgotten. 
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In 1864 Admiral Farragut’s 


federate mine fields, forts and 
warships that guarded Mobile 
Bay. One of the Union ships 
struck a mine and went down. 
Another signaled, “Torpedoes 
ahead!” Farragut did not fal- 


CITY 


attacked the Con- 


the torpedoes,” he 


shouted, “Full speed ahead!” 
And the fleet steamed on to 
Victory, bearing David Farra- 
gut to undying fame. 
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How true this is of the product that is sold 
through point-of-purchase displays! Once these reminders vanish from 


The threads of a lost business are seldom picked up where they were 
lost prestige is regained only by building through the years. 
That's why it’s so important to keep your brand name alive throughout 
the war, by timely, effective point-of-purchase displays. 


By STANLEY E. COHEN, Washington Editor 
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to rush whatever fighting tools the 
early days of the European cam- 
paign required. 

To avert nationwide paralysis 
from a series of such shocks as 
the recent Brewster shutdown, 
WPB will authorize an increasing 
quantity of consumer goods, ac. 
cording to carefully prepared pro- 
grams recently worked out with 
industry advisory committees, 
These programs, while relievin 
shortages at home, are particularly 
important because they will keep 
people working and insure an 
orderly transition to the day when 
industry can once more operate in 
a market free from controls over 
prices and materials. 
Reconversion will get underway 
slowly as weeks pass now. But 
make no mistake, it will be many 
months before enough consumer 
goods can be made so that new 
names may enter the field, old 
firms expand, and everyone fight 
in a buyer’s market for customers 
for their wares. 

ok * * 


D-Day: Treasury officials, jittery 
over Elmer Davis’ warnings about 
exploiting D-Day, decided against 
pre-fifth War Loan exploitation of 
the invasion after a long policy 
meeting Tuesday. To check wis- 
dom of the decision, five key 
War Advertising Council officials 
were summoned from New York. 
Outcome will be several special 
“Liberation” ads for the 5th War 
Loan kit next week, avoiding the 
invasion theme which will prob- 
ably be obsolete by then. . . Treas- 
ury’s radio staff will supply special 
invasion slants for copywriters 
from headquarters at 730 Fifth 
Ave., New York. 


* * 


Crackdown: Shopping guides 
and free distribution papers have 
an unexpected good break in new 
WPB regulations putting them on 
a sliding scale paper cut similar to 
newspapers instead of a straight 
75% reduction. Since few of these 
publications use over 300 tons of 
paper, average saving will prob- 
ably drop to about 17%. Example: 
Shopping guide using 340 tons 
quarterly now gets 299.45; for- 
merly had only 255 tons. Discrim- 
ination: Though commercial print- 
ers may process new magazines 
and books up to 1% tons of paper 
quarterly, no new catalogs, direc- 
tories, shopping guides or free 
distribution papers may be issued 
without special appeal to WPB. 


*s *¢ 


Ink: Though chromes for color 
inks are short, WPB feels present 
quotas can be maintained. Loose 
change: The Army wonders why 
various firms have hesitated to 
claim more than $500,000,000 due 
them in contract termination set 
tlements. . . Ice Cream: WFA has 
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daa i. CIRD scours 


allotted 30,000,000 more gallons of 
ice cream for civilians for summer 
1944 over summer 1943. Bibles: 
Von Senden Company, Pittsburgh, 
maker of “armored bibles,” told 
the FTC that it never represented 
or implied in advertising matter 
distributed to dealers that the 
pooks will stop bullets. 
* * * 


Root: ODT has told government 
officials that they must not attend 
conventions unless they demon- 
strably contribute to shortening 
the war. It may ask Congress 
to check agency traveling funds. 
Estimate: The war will have cost 
all belligerents $990,000,000,000 by 
the end of 1944, Walter A. Janssen 
of the Department of Commerce 
figures in the current “Domestic 
Commerce.” ... Campaigns: Uncle 
Sam wants 230,000,000 pounds of 
kitchen fats from housewives this 
year. Last year women turned in 
only 100,000,000 pounds. Bottle- 
neck: Fractional horsepower mo- 
tors, essential for washing ma- 
chines and other consumer goods, 
are still scarce. Too Popular: 
Newspaper publishers have again 
been asked to trim orders for 30- 
pound newsprint. . . 

ok * .% 


Legislation: Labor is using 
Brewster cutback to pry man- 
power demobilization legislation 
out of Senate and House com- 
mittees. . . House amendments to 
Price Control Act may scuttle all 
revisions, result in simple exten- 
sion of present law, to the satis- 
faction of Mr. Bowles, et al... 
Senator Johnson’s proposal to 
license radio commentators is the 
ultimate in something or other. . . 
House contract termination bill, 
providing more protection against 
fraud than Senate bill, may even- 
tually prevail. 

ok ae 


People: Paul H. Bolton, for- 
merly director of campaigns for 
ODT, is now director of public 
relations for the National Asso- 
ciation of Home Builders. His 
associate on a recent job for Mo- 
tion Picture Advertising, Robert 
Harper, is now OPA campaign 
director under Charles Prins. 
Harper was an early-bird in the 
Treasury War Finance division... 

* ok e 


Exempt: Funeral directors may 
charge clients for newspaper death 
notices, OPA had decided. Play: 
Committee on Physical Fitness, a 
Paul McNutt re nwa 
moting community sports program 
for July 4. Taken: Federal Public 
Housing Authority reports that 850 
out of 1,073 war housing projects 
are filled to 96% of capacity. Pref- 
erence: War Food Administration 
has asked county rationing com- 
mittees to give returning veterans 
special consideration in distribut- 
ing farm machinery. Note: Inter- 
nal Revenue has already made a 
million refunds on 1943 income 
taxes. .. WPB says there will be 
no large-scale production of bi- 
cycles until after the European war 


paling To Women While , 


9 The; re Young 


Or Sepet, New York +> A 
ies. 


along with us! 


225,000 ABC! 


"MBER OF THE YOUTH GROUP 


is finished. Incidentally, FEA has 
an important bicycle export pro- 
gram. Civilians currently get 
20,000 per quarter. 


* * 


Aid: U. S. export advertisers, 
cooperating with the Rockefeller 
Committee in fighting Latin Amer- 
ican rumors that North Americans 
are profiteering at their good 
neighbor’s expense, will be inter- 
ested in a statement by Valentin 
F. Boucas, chairman of the Brazil- 
ian Commission of Inter-American 
Development. Prices in Brazil 


would be twice as high if U. S. 
export price control did not exist, 
Mr. Boucas says. CIAA can sup- 
ply it... Service: Argentine postal 
service has a voice recording serv- 
ice. Single-faced records are made 
and delivered for 20 cents. Serv- 
ice has been used by 120,000 since 
April, 1939. 


* * &* 


Information: Postwar prospects 
of the Dallas-Fort Worth area of 
Texas, and Muscle Shoals, Ala., are 
considered in two new reports by 
the Unemployment and Occupa- 


tional Outlook Branch of the De- 
partment of Labor’s Bureau of 
Labor Statistics... WPB is cur- 
rently preparing a program for 
limited production of light trucks 
for civilians. According to a survey 
of truck production currently re- 
leased in the Bureau of Census’ 
“Facts for Industry” series, civil- 
ians have been getting no light 
trucks since 1942. Other “Facts 
for Industry” reports are: lumber, 
first quarter of °44; paper and 
paperboard for April; chemicals 
for March; magnesium and marine 
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Named Ad Manager 


Lloyd E. Anderson, formerly of 
the Pocatello Tribune, has been 
named advertising manager of the 
Standard-Examiner, Ogden, Utah. 


INCREASE PUBLIC ACCEPTANCE 


Raise funds, build up memberships; use 

tt time service of Public Relations 
Counsellor with connections in Washing- 
ton, Hollywood and leading cities. Has 
directed national fund rais ng and con- 
servation campaigns. Write PR 


fittings hardware. 


304, 104 W. 70th, New York City 


Railroads 


in the 
Postwar Picture 


Even the most advanced types of pres- 
ent-day locomotives may be forced into 
the background of the railroads’ postwar 
picture. ..but the roads themselves will 
be very much in the foreground when 
competition again becomes a factor in the 
transportation field. And in the foreground 
of every result-getting railroad advertising 
program will be Chicago’s most widely 
read evening newspaper... 


Chicage 
HERALD-AMERICAN 


EVENING and SUNDAY 
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Nationally Represented by HEARST ADVERTISING SERVICE 
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B Advertisers Ready 
fo Follow Armies 
fo North Africa 


Rich Markets There 
Also Will Be Base 
for Hop to Europe 


New York, June 8.—American 
manufacturers will start to adver- 
in North Africa next No- 
vember, and American merchan- 
dise will be shipped there regu- 
larly beginning next February, 
said Rudolf V. Hahn, president of 
American Overseas 
Service, Inc., 


Advertising 
reported to be the 
only agency specializing exclu- 
sively in North Africa and Conti- 
nental European markets. 

Mr. Hahn is a former European 
newspaper publisher and adver- 
Chairman of the 
board of AOAS is William V. C. 
Ruxton, New York banker and 
former president of the British- 
American Ambulance Corps. 
agency now has offices in New 
York and Casablanca and will 


The 


x WOOD 


Well read and liked by the important men 
im a great industry—men 


ing to achieve wood's exciting future. 


PRODUCTS 


who are work- 


open others in Europe, staffed by 
people who have lived in those 
countries, as progress of the inva- 
sion permits. 

French and Spanish Morocco, 
Algeria and Tunisia, Mr. Hahn ex- 
plained, have a combined popula- 
tion of about 16,000,000. All but 
Spanish Morocco are French colo- 
nies. Prior to the war 90% of 
their supplies came from France. 
Their combined annual imports 
were about $350,000,000. 


Respect U. S. Methods 


Today, richer than ever, with 
four years’ accumulation of de- 
mands, and increased knowledge 
of and respect for Americans and 
American methods and products, 
these people are said to be able 
and willing to buy from us. 

Spending by American and Brit- 
ish soldiers has increased average 
income of lowest-class natives 
from 20 to more than 60 francs a 
day, he pointed out. In addition, 
some 2,000,000 refugees from 
France are estimated to have 
transported 98% of their fluid 
wealth with them to Algiers. The 
Bank of France moved its gold 
reserve to North Africa. 

Among American concerns 
which are getting ready to invade 
North Africa, Mr. Hahn said, are 
producers of foods, textiles and 
medicines, of oil and tires, farm 
machinery, and construction, road- 
building and mining equipment. 
They are planning to start with in- 
stitutional copy, and then switch 
to direct sales appeals as products 
become available. Some are 
arranging now for distributors in 
such cities as Casablanca, Oran, 
Algiers and Tunis. 

Allied governments intend to 
see that the people of liberated 


PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


Last year over 1400 bonafide new product de- 
scriptions appeared FIRST in IEN. 


Advertisers in Industrial Equipment News ben- 
efit by TEN’s faster, more dependable editing. 


Product information is more VITAL now than 


ever! 
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countries get the things they need 
as fast as possible, country by 
country, before the war as a whole 
is ended. Formerly, American 
manufacturers were discouraged 
from entering North African mar- 
kets because of local competition 
with high tariffs. Now they may 
tackle them more freely, with U.S. 
governmental aid. 


Newspapers Principal Media 


Principal media in these coun- 
tries are newspapers. The dailies 
publish from two to six pages— 
with paper supplied by the United 
States—and the weeklies usually 
are larger. Algeria (official pop. 
6,579,000) has 11 newspapers with 
combined circulation of 650,000; 
French Morocco (pop. 5,500,000) 
nine papers with 600,000, and Tu- 
nisia (pop. 2,600,000) five daily 
papers, with 170,000 combined 
circulation. Spanish Morocco has 
a couple of Spanish-language and 
one English language newspaper. 
Capture of Rome makes all 
southern Italy available to Ameri- 
can manufacturers, Mr. Hahn said. 
Outside of Germany and European 
Russia, there are about 250,000,- 
000 Europeans, most of whom will 
have pent-up needs and the money 
with which to gratify them. Prob- 
ably Scandinavian and Central 
European countries will prove 
most responsive to American ap- 
peals, but France and the Low 
Countries would require most ma- 
terials for rebuilding. 


Works with Agencies 


American Overseas Advertising 
Service works with regular ad- 
vertising agencies of those manu- 
facturers which have them and as 
an advertising agency for other 
manufacturers. Formed last Au- 
gust, it has been actively at work 
in preparing distribution and ad- 
vertising plans since January. 

Starting this month, AOAS will 
issue a monthly bulletin to adver- 
tisers on “Your Prospective For- 
eign Markets” in North Africa and 
Europe. 


Business Paper 
Ad Volume Gains 
22% in May Issues 


Chicago, June 7.— With export 
publications still at the top per- 
centagewise, advertising volume in 
May issues of business papers 
showed a 22.3% gain over those of 
the same 1943 month, according 
to linage reports compiled by In- 
dustrial Marketing. 

The export group marked up a 
56% gain for the month and for 
the first five months of 1944 is 
53% ahead of 1943 issues in vol- 
ume. 

May linage for all papers listed 
amounted to 20,728 pages in May 
issues, compared with 16,948 pages 
reported for May, 1943. For the 
five-month period, the entire group 
is 28% ahead of 1943, with 100,121 
pages compared with 78,124 pages 
last year. 

Industrial publications are up 
18% for May issues, and 24% 
ahead for the five-month period, 
while trade papers are ahead 38% 
for May and 44% for the first five 
months. Class publications marked 
up a 28% gain for May issues, 
with the five-month total 36% 


and have 7 x 10 page. 


Industrial Group 


Aero Digest (semi-mo.).. 
Air Conditioning & Re- 
frigeration News (w) 
CREED bb wobec so'ssss 
American Aviation (bi-w) 
Ameriean Builder ....... 
The American City ...... 
American Machinist (bi-w) 
Architectural Forum .... 
Architectural Record .... 
Automotive & Aviation In- 
dustries (bi-w) ........ 
BS 5564560505 00:00 
Bakers’ Helper (e.0.w). 
Brick & Clay Record..... 
Bus Transportation ...... 
The Canner (Ww) .....-..+- 
Ceramic Industry ....... 
Chemical & Engineering 
SE cckcetaeEn es odes 
Chemical Industries ..... 
Chemical & Metallurgical 
Engineering .........+. 
Civil cei pete cees 
Ce FED x scawereencnscece 
Construction Digest 
are 
odeees tion Methods 
(OX1Z) ..ncccceececsees 
Contractors & Engineers 
Monthly (9%x14) ..... 
CE ciganaxosdeses dane 
Diesel Progess (8%x11).. 
Electric Light & Power... 
Electrical Contracting ... 
Electrical South ......... 
Electrical West ......... 
Electrical World (w).... 
SS rere re ere 
Engineering & Mining 
EE errr 
Engineering News-Record 
Oe sé bbekathised seek is 
Factory Management & 
Maintenance .......... 
Fire Engineering ........ 
Food Industries ......... 
THO FPORRGEY ..cccecccce ‘ 
DD. Ksanebseecs veecesenee 
oS Ree 
Heating, Piping & Air 
Conditioning .......... 
Heating & Ventilating... 
Industrial & Engineering 
Chemistry (two editions) 
Industrial Finishing (4%x 
| EA rae 
Industry and Power...... 
Iron Age (W).........00% 
Laundry Age (semi-mo). . 
Machine Design ......... 
Machine Tool Blue Book 
AD 545 c6avne ages 
SE 4.46 na0.ed eRe s we 
Manufacturers Record ... 
Marine Engineering & 
Shipping Review ....... 
Mechanical Engineering. . 
Mechanization (4 13/16x 
Eo, PRON ee 
Metal Finishing ......... 
Metal Progress .......... 
Metals and Alloys........ 
Mill & Factory........... 
PE ccahenbe vas 
Mining and Metallurgy. . 
Modern Machine Shop 
SS 
Modern Packaging 
Modern Plastics ......... 
National Bottlers’ Gazette 
National Petroleum News 
Se? dtnesdnethawk ae bane 
National Provisioner he 
Oil & Gas Journal (w). 
Oil Weekly (w).......... 
Paper Industry & Paper 
ONS ere 
Paper Mill News (w)..... 
Paper Trade Journal (w) 
, ff ree 
Petroleum Engineer ..... 
Petroleum Refiner ....... 
et 2, Aree 
PD pateddeasesensene’s 
Power Plant Engineering 
Practical Builder (10%x15) 
i. Pree 
Product Engineering .. 
Products Finishing (4%x 
ME Gabkbessdxe s'eneens 
ook diac a ude 6 
Railway Age (w)........ 
Railway Purchases & 
Nf 6b'n 5064500 0n006% 
Roads & Streets......... 
Rock Products ........0:. 
Southern Power & Indus- 
BO nce cdvsicedcrenencce 
Pere r rrr rey 
GUMOTVIGIOM occ cscccccces 
Telephone Engineer ..... 
Telephony (W) .......... 
Textile World ........... 


an 


ahead of ’43 linage figures. 


TEE Sbeasccsesenes 


Unless otherwise noted, 


Pa 
1944 


360 


119 


106 

104 
. *§402 
*\|$234 


83 
80 
*129 
58 


‘es 
1943 


BUSINESS PAPER ADVERTISING VOLUME FOR MAY 


These figures compiled by Industrial Marketing must not be quoted or reproduced 
without written permission. 


all publications are monthlies 


aes 1943 
es 
Tool & Die Journal ” 

SEEGERS suet cmadtesas 174 162 
Te MOT og vin escusce 171 171 
Water Works Engineering 

TE. ti detns che eaae 112 t46 
Water Works & Sewerage. 46 41 
Welding Engineer ....... $72 58 
Western Construction 

| oA er 103 83 
Wood Worker ......... 65 48 
Woodworking Digest 

EPETEE.  e6uk so rae0se0s 80 7 
, ———= 

TORRE csscrcvcicsveses 15,553 13,209 
Trade Group 
American Artisan ....... 73 45 
American Druggist ...... 126 106 
Boot & Shoe Recorder 

(GOMRI-TEO) 20 oscscccsecs 89 267 
Building Supply News.... 56 45 
Chain Store Age— 

Administration Edition 

Combination ........ 23 9 

Druggist Edition ...... 109 54 

Fountain Restaurant... ll 1 

General Merchandise — 

Variety Store Editions 90 56 

Grocery Editions ...... 81 
Commercial Car Journal. . 159 119 
Domestic Engineering... . 119 6 
Electrical Merchandising 
"ER eet gaeaaeapap as 76 39 
Farm Implement News 

DE, deh hele aes e% eh od *105 67 
OVOr GS TOWNS occ ccccecs 71 39 
eee 9 ll 
Hardware Age (bi-w). 197 187 
Jewelers’ Circular — Key- 

SE £60060 sabencnavese 152 108 
Men’s Apparel Reporter 

SUED. Scencutbaneexs 134 107 
0” Bee ee 118 94 
EE bs ovicedudancee dt 87 60 
ma ae Jeweler) 

. . eer 204 
Office Appliances we 

SS). arr 121 99 
Plumbing & Heating Jour- 

Sl £064 0eanthddeecenee 35 21 
Sheet Metal Worker...... 49 29 
Southern Automotive 

BPM rere 82 “4 
Southern Hardware...... 68 52 
Sporting Goods Dealer... 57 50 
Syndicate Store Merchan- 

diser (44%2x6%). ....... 99 15 
Underwear and Hosiery 

Rie 106 87 
Wholesaler’s Salesman 51 7 

WEE, Gdabkestdvewass 2,757 1,994 
Export Group 
American Automobile 

(Overseas Edition)..... 58 43 
American Exporter ...... 278 182 
Automovil Americano. . 85 66 
Caminos Y Calles (bi- mo) 31 16 
El Farmaceutico ........ 70 55 
Hacienda (two editions). 115 82 
Ingenieria Internacional 

Construccion .......... 67 56 
Ingenieria Internacional 

DN. cncwentsndaas 7 
Petroleo Interamericano 

re eee 109 Aw 
Revista Aerea Latino 

DE dite ans ache sean 37 33 
Spanish Oral Hygiene 

(4 5/16x7 8/16) ....... 30 23 

WD on ciaseisdeans 1, 008 646 
Class Group 
Advertising Age (w) 

_. .. Perr eer \174 132 
American Funeral Direct- 

rr ere ae t40 $53 
American Restaurant .... 63 4 
OY kh Ree 62 8 
Hospital Management... . 717 45 
Hotel Management....... 60 0” Cl 
Hotel World-Review (w) 

PED ac barey ¥adcses *129 *$26 
Industrial Marketing..... 118 
Medical Economics 

| ee 96 i 
Modern Beauty Shop..... 90 58 
Modern Hospital ........ 166 129 
Nation’s Schools ......... 59 35 
Occupational Hazards 

0 2, ee 42 3 
Oral Hygiene 

(4 5/16x7 3/16) ...... 143 i 
Restaurant Management. . 60 31 
Scholastic Coach ........ 22 uM 
School Management 

a 20 n 
Traffic World (w)........ 39 bo 

—————— 
WME. ssescdaenteives 1,410 1,08 

§Includes special issue. *Includes class 
fied advertising. |Last issue estimated. 

tFive issues. *Three issues. Four issue 
A Established in Sept., 1943. 


propaganda, too. 


news analyst. He’s lived 


That’s just another way of explaining 
why Ian Ross MacFarlane is a new kind of 


on the spot... 


MacFarlane knew 


In 1933 Ian Ross MacFarlane was the 
official guest of the Nazi regime inGermany. 
He lived in the “little Brown House,” head- 
quarters of the National Socialist Party. He 
interviewed members of all ranks . . . on the 
record . . . off the record. He sifted their 


It is with great satisfaction that W-I-T-H 
presents his views exclusively. 


e 


Tom Tinsley, 


through news in the making! He knows the 
people he talks about. 


President 


—— 


WITH 


BALTIMORE, MD 


Represented Ma tionally 
by Headley-Reed 
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THE FRAM MP—This full-color page in 
a recent issue of Life featuring the 
Fram Corp. service men as an "MP" 
will be supplied dealers in poster size. 


Fram Series Plays 
Up Service Man 
‘MP’ in All Copy 


Providence, R. I. June 6.—With 
a dollar advertising volume nearly 
20% greater than for last year, 
Fram Corporation has launched an 
aggressive campaign in behalf of 
its oil filters and filter replacement 
cartridges. 

With the pivotal theme of “Fram 
MP” (Motor Protector), the cam- 
paign will capitalize on the popu- 
larity and protection duties of the 
military police. Central figure in all 
copy is an MP—the motor service 
man—who checks oil with the pat- 
ented Fram Dip-Stick and who 
installs a new filter or a filter re- 
placement cartridge. Copy text 
emphasizes the motor protection 
afforded by proper oil filtration. 

Copy will appear in Life, The 
Saturday Evening Post, four farm 
publications, and in the automo- 
tive trade publications. A _ full- 
color page in Life has been blown 
up to poster size for dealer dis- 
play. Other trade aids include MP 
arm bands, mailing pieces, broad- 
sides and catalogs. 

The complete story of the pro- 
motion will be told to jobber ex- 
ecutives by means of an easel-type 
brochure and to jobber salesmen 
by means of a large turnover 
piece. Meetings will be conducted 
under the direction of Malcom Mc- 
Cormick, vice-president in charge 
of sales. 

Van Sant, Dugdale & Co., Balti- 
more, is the agency. 


Heads Boyle-Midway 

Harold E. Sanderson, sales man- 
ager of Boyle-Midway (Canada) 
Ltd., Walkerville, Ont., since 1928, 
has been elected president and 
general manager. He _ succeeds 
Strieder Schraffenberger, who has 
been named chairman of the board 
of the company, a subsidiary of 
American Home Products Cor- 
poration. 


Metal Firm Plans Drive 


With the recent release of loose- 
leaf mechanical binding metal by 
the War Production Board, Swing- 
O-Ring, Inc., Brooklyn, is plan- 
ning to resume advertising for its 
metal bindings. Lewis Advertis- 
Ing Agency, Newark, is the agency. 


‘Oh, dear! No wonder 
WFDF Flint says we're 
¥etting short of man- 
POwer!”’ 


(ee 


Gray Names Agency 


Advertising of Gray Mfg. Com- 
pany, Hartford, maker of tele- 
phone pay stations, sound record- 
ing devices and other equipment, 
has been placed with Wilson & 
Haight, Hartford. Business paper 
use is planned. 


Cowles Buys WCOP 


The Cowles interests has pur- 
chased Station WCOP, Boston, 
from the Arde Bulova radio group 
for $225,000, subject to FCC ap- 
proval. 


Finance Paper on WMCA 


In what is believed to be the 
first radio advertising used by a 
financial magazine, Commercial 
and Financial Chronicle, 104-year- 
old investment weekly, has started 
a test campaign for 13 weeks on 
Station WMCA, New York. The 
contract calls for five announce- 
ments weekly next to news pro- 
grams, the spots to offer reprints 
of articles in the magazine’s cur- 
rent issue. Agency is Albert 
Frank-Guenther Law, Inc., New 
York. 


Joins J. M. Hickerson 


Stan Schendel, formerly of Gulf 
Oil Corporation and previously 
copy director for Doll-Smith 
Agencies, has joined J. M. Hicker- 
son, Inc., New York, in an execu- 
tive capacity. 


Lueder in New Post 


Rennold A. Lueder has been ap- 
pointed promotion manager of 
Family Circle, New York, succeed- 
ing Denman B. Valentine, who has 
— named to the eastern sales 
staff. 


45 
Chase Co. Joins 4A‘s 


Barnes Chase Company, San 
Diego, Cal., has been elected a 
member of American Association 
of Advertising Agencies. 


MULTIGRAPHING —FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


481 8S. Dearborn St., Chicago Wab. 8655 


“BUY, BUY, BABY...” 


One hundred million dollars was spent in Oklahoma stores last year... over half in the stores 
on the rich right side of the State. Tulsa's leading department stores (shown here) are chor- 
' acteristic of the type which sell almost every known brand of nationally advertised products ies 


products such os yours... products more than a million people KNOW about and buy, buy, buy, 
to-the-tune of millions every year. 


dominant papers for the advertiser and at only ONE LOW COST! 


THE RIGHT sipe For YOUR apvertisine! 


OIL 


Basie ats 


43% of all these families read Tulsa’s newspapers . . . two 


TULSA WORLD 


CAPITAL NEWSPAPERS } 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY 


@ THE GRANHAM CO. 
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‘Inquirer’ Copy 
Does Industry Job 


Philadelphia, June 6.— A ‘new 
campaign appearing in business 
papers and newspapers, in which 
newspapers generally are pro- 
moted as advertising media, has 
been launched by the Philadelphia 
Inquirer. 

Copy written by Leo McGivena, 
New York agency head and former 
promotion manager of the New 
York Daily News, carries no men- 
tion of the Inquirer except for the 
signature slug. Instead, the im- 
portance of newspapers to their 
communities and their value as 
advertising media are stressed. 

Harold A. Stretch, advertising di- 
rector of the Inquirer, explained 
that the purpose of the campaign 
is “to sell the entire newspaper 
industry—not just our own paper. 
The campaign is addressed to all 
advertising men everywhere, to 
space buyers, to account execu- 
tives, and business executives—the 


their company money for advertis- 
ing is to be spent. 
“Copy will be explicit in its 
dominant theme: the newspaper 
is the best of all places to adver- 
tise goods, for the very simple 
reason that the newspaper reaches 
more people, displays more wares 
at one and the same time, than 
any other medium.” 

Mats of the series are available 
to other newspapers, who can in- 
sert their own signatures. 


ABC to Meet 


Audit Bureau of Circulations 
has voted to hold its annual meet- 
ing at the Stevens Hotel, Chicago, 
Oct. 19, but to limit the agenda 
to election of directors and other 
essential business. A meeting of 
the board will be held Oct. 18. 


Parker to Swans Down 


Wesby R. Parker, for the past 20 
years with Pillsbury Flour Mills, 
has been made sales manager of 
the grocery products specialties 
sold by General Foods Corpora- 


Baskin Commander 


of Chicago Post 


Salem N. Baskin, Salem N. 
Baskin Advertising Agency, was 
elected commander of Chicago 
Post 170, American Legion, at the 
annual meeting June 5. He suc- 
ceeds Ernest M. Roscher, Chicago 
manager, St. Louis Post-Dispatch, 
who becomes chairman of the 
board. 

Otis Beeman, Wallace-Ferry- 
Hanly Company, was elected ist 
vice - commander; Ken Dennett, 
O’Mara & Ormsbee, 2nd vice-com- 
mander; Ward Webb, Diamonex 
Company, 3rd_ vice-commander; 
Francis J. Crowell, George A. Mc- 
Devitt Company, treasurer; James 
Kysor, Foote, Cone & Belding, 
assistant treasurer; Edward C. Von 
Tress, Curtis Publishing Company, 
adjutant; Roy C. Husbands, Cro- 
well-Collier Publishing Company, 
assistant adjutant. 

New directors are Herb Craig, 
Hearst Advertising Service; R. K. 
McDougal, N. W. Ayer & Son; 
F. W. Ryder, Frederic Ryder Com- 


NY Board Plans Air 
Cargo Forum June 23 


Aviation section of the New 
York Board of Trade will sponsor 
its first national air-cargo pack- 
aging luncheon and forum June 23 
at the Hotel Pennsylvania. Brig. 
Gen. J. M. Clark, Middletown Air 
Service Command, AAF, will be 
the luncheon speaker, after which 
panel discussions will be held on 
the postwar possibilities of ship- 
ping-by-air processed products in 
fiber, paper, wood, metal and glass 
containers. 

Lyle C. Ray, Aviation Packaging 
Company, is arrangements com- 
mittee chairman. 


ANPA Totals 671 Papers 


With the election of seven daily 
newspapers, membership in the 
American Newspaper Publishers 
Association totals 671. Elected 
during May were the Birmingham 
Post; Ft. Wayne Journal-Gazette; 
Citizen, Columbus, 0.; Herald, 
Shenandoah, Pa.; Knoxville Jour- 
nal; Sun, Bremerton, Wash., and 
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There are many attractive 
combinations of ACB service and coverage 


es 


ACB offers 12 valuable Newspaper Research 
Services to advertisers and their agencies. With 
obvious exceptions, most of these 12 services 
can be had in up to ten different “extents” of 
coverage. You can buy practically as much or 
as little of them as you need—continuously or 
periodically. 


ADVERTISING 


CHECKING BUREAU 
INC. 


f 
f 


CHICAGO (5), 538 South Clark St. . 


The basic rate of any ACB Research Service 
starts at 6c for each tear sheet or dealer adver- 
tisement, with a minimum of $15.00 per month. 
This is for full coverage (all papers—all cities). 
Where specified coverage is desired (certain cities 
or stores) this rate is increased slightly. 

Every agency and advertiser should be familiar 
with the wide range of services which ACB offers. 
We have prepared a catalog which covers all 
details of the services. Send for it. 


SEND TODAY! 


for a 24-page Catalog describing 
and illustrating the 12 helpful 
services which ACB will furnish 
to merchandisers. Gives details of 
cost, coverage, list of users, etc. 


SAN FRANCISCO (5), 16 First St. 


a a 


Advertising Age, June 12, 1944 


New WPB Order 
Restricts Almost 
All Packaging 


Washington, June 7.—Packaging 
of virtually every item in the ci- 
vilian economy went under WPB 
supervision this week with the ad- 
justment of shipping container 
order L-317 to cover hundreds of 
items which had previously been 
exempt from restriction. 
Designed to assure fairer dis. 
tribution of the tight container 
supply, the new controls are ex. 
pected to balance supply and de- 
mand by bringing about an over- 
all reduction of 25% in container 
usage. Previously the saving had 
been only 3%. 

The few exceptions from the 
order are industrial goods closely 
linked with the war effort; mili- 
tary items in transit; some dru 
and medicine, and certain fo 
which are permitted in unlimited 
quantities. 


Calls for 15% Savings 


Many food and drug items are 
included in the order, however, 
and Harold Boeschenstein, direc- 
tor of the WPB Forest Products 
Division, warned that even unre- 
stricted shippers must make vol- 
untary savings of 15% or face 
arbitrary quotas. “The shipping 
container situation is so serious,” 
he said, “that no one can be per- 
mitted more than his rock bottom 
packaging requirements.” 
Assignments for many items not 
previously under the order were 
70% of 1942 usage, but many ran 
as low as 50%. Clothing, denti- 
frices, office supplies, printing and 
publishing products, household 
utensils and wholesalers and re- 
tailers have been fixed at 70%. 
Cushions, pillows, flowers and 
plants, games and toys, mirrors, 
jewelry, picture frames and slip 
covers have been reduced to 50%, 
Advertising floor and counter dis- 
plays, including dispenser types, 
are also in the 50% group. 


Appliances Get 70% 


Beverages will be allowed 70%; 
appliances, 70%; books, 70%; 
chewing gum, 80%; cleaning 
preparations, 80%; heat controls, 
85%; cosmetics, 60%; hair tonics, 
60%; soap, 80%. 

WPB also put all types of flat- 
bottom and cone-shaped paper 
cups, and food containers under 
new production regulations, and 
urged pharmaceutical manufactur- 
ers to eliminate all package in- 
serts except those containing di- 
rections for use. 


Opens Office in Capital 
Washington offices at 1510 19th 
St., N. W., have been opened by 
J. M. Hickerson, Inc., to service 
Nation’s Business, official publica- 
tion of the U. S. Chamber of Com- 
merce, and Capital Transit Com- 
pany. New manager will be R. M. 
Townsend, formerly advertising 
manager for the San Joaquin 
Light & Power Company, Califor- 
nia, and who until recently con- 
ducted his own advertising con- 
cern. 


Gets Hercules Chemical 


Advertising Associates, Newark, 
has been named to handle adver- 
tising of Hercules Chemical Com- 
pany, New York, maker of drain 
pipe cleaners and other household 
products. Business papers, di 
mail and radio will be used. 
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Curtis Employes C. & S. Re-introduces Charm’ Appoints Editor | AFA Elects Six Purdy to Ferry-Hanly 
; ~ Vacuum-Pack Coffee Mrs. Lucia Baldwin Foreman,} New members of Advertising| Ferry - Hanly Company, New 
Paper Dr lve Nets Standard Brands has released a| formerly fashion director of Stix,| Federation of America are Tex-| York, has appointed Charles 
series of twice-weekly ads in| Baer & Fuller, St. Louis, has been|tron, Inc., Ideal Publishing Cor-| Purdy, recently on the copy and 
180 000 Pounds metropolitan New York and New|mamed an associate editor of|poration, Interchemical Corpora-| radio staff of Bermingham, Castle- 
’ Jersey newspapers to announce Charm, New York, and will act as|tion, and the Rudder Publishing}man & Pierce, as copy and radio 
. New York, June 6.—More than|that Chase & Sanborn coffee is|¢xecutive director of its advisory)|Company, New York; Smoot Ad-|executive. Previous to service in 
ing 180,000 pounds of waste paper|now available in that territory in|Committee activities. vertising Company, Parkersburg,|the Army, Mr. Purdy was copy 
PB have been ~~ wT — Mn ge gg ag — Pe ae ae — bi tag * and —_ aoe Adver-| executive with Tracy-Locke-Daw- 
loyes 0 urtis ublishing|range in size from 1,000 to 100 : . ising Agency, Philadelphia. son. 
ad- | Ghnpany since April 13, J. G.|lines. Frieberg Joins Alber : 
ner | Ajien, chairman of the Curtis] Charlie McCarthy says in the| Hardie Frieberg, formerly pub- 
s of waste paper salvage committee,|copy that “Flavor, folks, brings|licity director of the Arma Cor-| MRG#IM-a:3k@M, It gan, @l, ein’, ss-amml ay Wi. omy." 
— revealed last week in a report out-|the biggest swing in coffee his-| poration, New York, has joined J.J.6 Je) 
lining the organization of ajtory!” J. Walter Thompson Com-|David O. Alber Associates as an aoventising §=J. J GIBBONS LTD. mencnanoisine 
dis- double - barreled plan which en-| pany is the agency. account executive. ’ ONTPEAL WINNIPEG. REGINA, CALGA 
— courages and records employe sal- : 
CX- vage activities both at the office| * * 
de- and in their homes. 
ver~ In addition to the campaign, 
‘hea which calls on each employe to 
ad pring into the plant daily one old 
magazine and newspaper, workers Sa 
the are asked to donate waste paper 
oe 4 at their homes. A printed form is 
| ® available to report regularly the 
vn number of pounds of waste paper 
- salvaged at home. The company 
hited donates a ty —_ pound od 
per so reported, which goes in 
pefund for the benefit of servie| HELPS SCORES OF ARMY COOKS TO BE “SAVED BY THE BELL” 
men at military hospitals, and is 
AN. administered through the Red 
ever, | Cross. 
lirec- Supervision of the program is — 
ducts | the job of “captains,” appointed he Be 
unre- | py department managers, working 
' Vol- | ciosely with the waste paper sal- ‘ 
face | yage director. Bins for both 
Pping | magazines and newspapers are 
ious, | provided at all entrances to the 
> per- | building for convenience and econ- 
ottom | omy of operation, saving the labor 
of collecting from each floor or 
ns not | office each night. At lunch time 
were | employes view a_ three - minute : 
ly ran_ | OWI movie, adapted by Curtis to 
denti- | 16 mm. projectors. This film is 
ig and | available to others for $2.50 
sehold 4 through Newsreel Laboratories. 
ad re- The plan had resulted by May 
10%. % in a total of 56,656 pounds of 
's and | waste paper. Under the plan of 
urrors, | reporting waste paper salvage at 
id. slip homes, employes had accounted 
0 50%. | for 123,530 pounds. In April em- 
er dis- | ployes brought into the building 
types, | an average per day of 1,027%4 
. pounds. Through May 25 the aver- 
age reached 2,333 pounds, with the 
4 10 program still gaining momentum. 
otal N. Y. Sales Club Elects A IT ALL STARTED with a worried cook in a southern Army =. HIS MOTHER FORWARDED THE LETTER to The Press with the 
ontrols, | J.C. Ray, sales manager of Fisk} camp. In one of his letters home he mentioned how early he had to hope that some generous reader would come to her boy’s rescue. 
tonics, | Tire division, U. S. Rubber Com- bak ok ‘ob j . P ’ 
pany, has been elected president| 8°t UP- what a job it was crawling out because he couldn’t —_No sooner was the letter printed than alarm clocks of every make 
<a ay mg ~ Reed fDi greed find an alarm clock for love or money. and vintage started tumbling into The Press. 
; under | newly-elected officers include: 
ns, and | Henry H. Simmon, Ramseur Fur- 
ifactur- | niture Company, vice-president; * * 
age in- J. W. Johnson, Dennison Mfg. * 
1ing di- } Company, secretary, and G. Lloyd 
King, Lamont Corliss & Co., treas- 
urer, 
vital — NO NEWSPAPER can ever be accused of stuffiness that tackles a 
510 19th Zan Diamond Appoints minor crisis by sticking its tongue in its cheek and appointing an 
ened by |, Marie North, formerly with “Alarm Clock Editor”. 
service | Lawrence C. Gumbinner Adver- : : 
publica- | tising Agency, and previously |' But just as The Press knows how to use the friendly nudge in 
of Com- | fashion writer for Lord & Taylor, : “a ' ‘ 
it Com- |New York department store, has promoting worthy causes, so is it quick to sense when a thundering 
R. M. | been named copy chief of Zan Dia- Senatal 3 
ode mond Advertising Agency, New editorial is needed. 
Jooqa York. This lively change of pace has earned for The Press a warm spot 
ifor- : ‘ . . 
tly r LALIT LOTTE in the hearts of Clevelanders. And out of this close friendship has 
ing con- come a word which aptly suggests the paper’s influence. That 
Lal | COLLINS, MILLER & word is Presstige which means—power to do good; power to 
nl move goods. 
wark, 
ne: | HUTCHINGS : 
Com- 
ca Grain | PHOTO-ENGRAVERS 
Those who have been “clocking” the growing circulation of 
207 North Michigan Avenue 3. OTHER COOKS AND BUGLERS hearing about the clock round- The Press report that it is now the greatest in the paper's 
Chicago 1, Ilinois up put in their bid for one of the precious “getter uppers”. The history. A full two-thirds of it is home-delivered, too. And the i 
we Press managed to fill all requests—and it got a great kick out of newsstands are cleaned out early. It adds up to quite a force a 
ar * fl sounding the alarm for these deserving lads. when put behind any worth-while product, service or idea. 
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Names Two to Board 


A. E. Wright of Montreal and 
Winston McQuillin of Toronto, 
associated with Cockfield, Brown & 
Co. since 1925 and 1930, respec- 
tively, have been named to the 


Appoints Lucy Barnes 

Lucy Barnes, Fashion Advertis- 
ing, Los Angeles, has been named 
to handle the account of Capital 
Mfg. Company, Los Angeles, maker 
of Don Juan shirts. 


Miner Heads Eastern 
Industrial Advertisers 


D. C. Miner, E. F. Houghton 
Company, has been elected presi- 
dent of Eastern Industrial Adver- 
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Current Network Hooperatings 


Evening Program Audiences 
MOST LISTENERS PER SET: 


; : : Program Total Sponsor 

agency’s board of directors. _———— Oe ree eels RIAA chapter./1. Great Gildersleeve 3.16 Kraft Cheese 
<tgptindagtiniears Joens Joins Agency mayer Jr., L. H. Gilmer Company, 2. Crime Doctor 3.01 Philip Morrig 

Boat Co. Names Mathes Karl M. Joens, formerly adver-| vice-president; Harry W. Smith|?; Blue Ribbon Town 3.01 Pabst Beer 


Richardson Boat Company, 
North Tonawanda, N. Y., has ap- 
pointed J. M. Mathes, Inc., New 
York, to handle advertising of its 


tising manager of Standard Oil 
Company of Nebraska, has joined 
Allen & Reynolds, Omaha adver- 
tisng agency, as account execu- 


Jr., Sales Company of America, 
secretary; and W. A. Fox, Fox & 
Mackenzie, treasurer. 

New directors are Albert E. 


Most Men: 
Most Women: 
Most Children: 


Walter Winchell, 


with 1.07 (Jergens Lotion) 


Life of Riley, with 1.60 (American Meat Institute) 
Terry and the Pirates, with 1.40 (Quaker Oats) 


MOST SETS IN USE: 


~e 


light cruisers, effective Sept. 1. tive. Aldridge Jr., Sun Oil Company; |. Monday, 9:90-0:45 p.m., EWT..............cccccccsciivess 388 a 
A. O. Witt, Schramm, Inc., of West Programs: Spotlight Bands (Coca-Cola) & 
ryt Re Radios Theater (Lever Bros) . 
For Best Results Advertise in Roland G. E. Ullman, Roland G.E.|2. Monday, Fh - ogg eevee er 1c La 367 ae 
44 44 Ullman rganization. Programs: Counterspy (Mail Pouch Tobacco Company) 1 . 
a > sAueer Ss Stamatis naaims oo Theater (Lever yom & 
M in W. Gabriel Heatter (A. B. Semler) f 
oolley i in New Post Telephone Hour (Bell System) 
Concentrate your advertising expenditures in the Chicago Roi B. Woolley, formerly with/3. id, CD Migs cc atctck baked ie ckessediss cee 36.2 
Defender Newspapers, covering the three largest Negro the Office of Civilian Defense in Programs: Walter Winchell (Jergens Lotion) 
markets in the Middle West. Washington for two years and Reader’s Digest (Campbell Soup) 
THE CHICAGO DEFENDER AML us 0 with at ~ ah me Manhattan Merry Go Round (Sterling Drug Co.) 
THE MICHIGAN CHRONICLE—DETROIT Sain aa Giddahed’ ef eéanamels on HIGHEST SPONSOR IDENTIFICATION: 2 
THE LOUISVILLE DEFENDER years as director of research and 
Sold tel , te ein bg gna ale | a Radio Theater, with 90.6%. Correct Product, 90.2 (Lever Bros.) 
3° separate or in combina assistan 
joan + P Wits ir, Infrmation 4 ere editorial director of Case - Shep- FIRST FIFTEEN EVENING PROGRAMS: Net- an 
clusive Representatives “4 - 
: perd-Mann Publishing Corpora-| p s Product k 
NEW YORK OFFICE: 101 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive tion, New York. Bob E ody aloatane Co. roduc Nee *. d 
Fibber McGee & Molly S. C. Johnson & Son NBC 25.5 
Red Skelton* B & W Tobacco Raleighs NBC 21.8 SC 
Davis with Haley National Dairy Sealtest NBC 19.9 
The Aldrich Family General Foods Postum NBC 19.3 
Charlie McCarthy Standard Brands Chase & Sanborn— Name 
~ Stams NBC 19.3 
Take It or Leave It Eversharp CBS 19.2 
Screen Guild Lady Esther CBS 19.1 
Radio Theater Lever Bros. Lux Soap and Flakes CBS 182 ([COMmp 
Abbott & Costello R. J. Reynolds Camels NBC 18.1 
Bing Crosby Kraft Cheese Co. Various products NBC 18.0 
gs Jack Benny General Foods Grape Nuts NBC 17.8 re 
Walter Winchell Jergens Co. Jergens Lotion Blue 17.5 
Kay Kyser American Tobacco Lucky Strikes NBC 17.0 
Mr. District Attorney Bristol-Myers Vitalis—Ingram NBC 16.7 ity a 
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Sole °! 


*Includes computed measurement for Eastern area portion of the Network 


Hooperatings. 


Appoints Copy Chief 

Elsie Clay Rogers, formerly edi- 
tor of Vincent Edwards Advertis- 
ing Service, Boston, has joined 
S. Duane Lyon, Inc., as chief 
copywriter. Miss Rogers was pre- 
viously account executive with 
David Malkiel Advertising Agency, 
Boston, and copy chief for “Home 
Furnishings” at Jordan Marsh 
Company. 


Mullen Leaves OWI 


Jack Mullen, deputy chief in 
charge of the New York office of 
the OWI Domestic Radio Bureau, 
and chief of the bureau’s editorial 
and production division, has re 
signed, effective June 23. George 
P. Ludlam, bureau chief, said new 
appointments to the jobs of copy 
chief and New York deputy would 
be announced shortly. 


@ A constantly increasing number of Space Buyers 
specify Capper’s Weekly when inquiries that pro- 
duce sales are demanded. 


“CW’s” reputation for proving a profitable adver- 
tising buy for sales either DIRECT or THROUGH 
DEALERS makes it highly desirable to place on 
your 1944 “Must List.” 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


P. S.: From the market standpoint make a note 
of this! In “CW’s” big five states (Iowa, Nebraska, 
Missouri, Kansas and Colorado) the total 1943 
Farm Cash Income was $4,057,876,000 or 20.53% 


of U. S. Total of $19,764,556.00. 


TRY CAPPER’S WEEKLY — FIND OUT WHAT IT WILL DO FOR YOU! 


355,000 Circulation 67% R.F.D.°1.25 Per Line 
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CAPPERS WEEKLY 


TOPEKA - KANSAS 
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Nationally Represented by 


KELLY-SMITH CO. 
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bscription for one year and send me a bill for $2.00. 
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Research Opens New 
Field for Textile Industry 


Research and experiments, 
speeded by the war, will play a 
most important part in the post- 
war textile world, declared Sylvan 
I. Stroock, president of S. Stroock 
& Co., New York, woolen manu- 
facturer, in announcing the estab- 
lishment of a new department of 
research headed by Dr. A. C. 
Whitford, fiber technologist. 

“As the result of the practical 
application of these experiments,” 
he said, “it is certain that outer 
wear for men and women in the 
future will be increasingly de- 
signed upon more expert and 
functional lines without sacrific- 
ing style or fashion. More health- 
ful clothing will be worn which 
will increase our general well- 
being under the stress of changing 
climatic conditions. It seems cer- 
tain that we may expect a new 
scientific literature on the benefi- 
cent effects of proper clothing, on 
the general health of the public, 
and the application of these newly 
established principles as part of 
our hygienic system.” 

Dr. Whitford has been assigned 
to investigate practical methods 
which will make fabrics more re- 
silient and wrinkle-proof; which 
will render them mothproof and 
make them fire resistant and water 
repellent; and which will provide 
warmth with a minimum of bulk 
and weight. 


ae # R 


Looking to the pastwar era, pot- 
ters are out to develop in their 
home market an appreciation of 
American ware and the recognition 
that it needs to yield first place to 
mone, says “Ceramic Industry,” 
Chicago, in summarizing a survey 
of plants in the East and West. 

Admitting it has failed to mer- 
chandise its products aggressively 
and asserting that this is the only 
difference between American and 
foreign ware, the industry has set 
plans afoot to inform Americans 
of the virtues and beauty of din- 
nerware made in this country. 
These include tying in American 
dinnerware promotion with adver- 
tisements of other products, such 
as furniture or silverware; provid- 
img merchandising displays and 
fm selling helps to stores, and enlist- 
mee ing the cooperation of home maga- 
zmes in acquainting American 
women with the kinds and stories 
of the ware made in the United 
States. 


* * 


Radically - styled, all - plastic, 
rear-engine postwar cars are very 
unlikely, in the opinion of Brooks 
Stevens, industrial designer, Mil- 
Waukee. Addressing the Society 
of Automotive Engineers in De- 
roit last week, Mr. Stevens in- 
sisted that production practicali- 
l@s largely will discount the un- 
ealities of postwar dream prod- 
cts, and predicted the first post- 
ar cars will be revised 1942 
odels, available possibly six 
onths after peace. 

Any automobile even bordering 
pon the revolutionary must be a 
Post-postwar model,” he declared, 
povisaging for that period a “road- 
Able airplane” or a “flyable auto- 
bile.” There is a need, he said, 
or such a machine, which the 
pwner can use to drive to and 
rom work and, on weekends or 
acations, to which he can attach 
Ings and fly 1,000 miles. How- 
ver, “once on the ground again, 


ee on 
— Building Products 
ARCHITECTURAL MEN 


7 ahead 
m Pencil Points 


® Magaxine of Architecture. 


he must have a good automobile 
with regulation motor car trans- 
mission, brakes, tires, etc., such as 
fit road problems.” 
* me * 

Metal? Glass? Plastic? Wood? 

With materials having advanced 
technically 20 years in the past 


two years, measured by the old 
pace of development, the indus- 
trial designer of postwar products 
is faced with the keen problem of 
selecting the right material for his 
client, points out Interiors, New 
York, in a reprint devoted to “The 
Coming Battle of Materials.” 
Declaring that “materials de- 
termine design,” the booklet, for 
instance, pictures a _ streamlined 
auto trailer made of laminated 
airplane plywood that is lighter 
and cheaper than sheet metal; “to- 
morrow’s train” which will make 


increasing use of the new light 
metals — magnesium, aluminum 
alloys and stainless steels; and a 
combination fluorescent-incandes- 
cent ceiling fixture for stores, 
made of plastics. 

It adds that “only with a true 
understanding of materials and 


49 
methods, plus their characteristics, 
can a designer produce at the right 
price for wide consumer accept- 
ance.” It warns that “all our pro- 
duct planning may suddenly have 
to be revised in the light of new 
materials released when wartime 
restrictions are relaxed.” 


Covers BUYERS in Charge of Catholic Churches + 


Schools «+ Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 
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“I would not like to be without TIME and 
its remarkably complete weekly picture 
of what is going on in these eventful days. 
Its coverage of world battlefronts is, in 
my opinion, consistently outstanding—both 
as reporting and as current literature. 


President, The White Motor Company 
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WOXR Enlarges Staff 

Judith Koff, formerly editorial 
assistant of Research Institute of 
America, and Saul Silverman, re- 
cently in the Merchant Marine, 
have joined the news staff of Sta- 
tion WQXR, New York, to work 
with Albert Grobe, who has been 
named news editor, replacing 
Douglas Blaufarb, now with the 
overseas branch of OWI. The sta- 
tion will expand its office space 
by 30% July 1 to house additional 
personnel. 


Denver in PAA 

The Advertising Club of Denver 
has been approved for membership 
in the Pacific Advertising Associa- 
tion by the PAA’s board of 
directors. 


FREE! Increase read- 

ership of_your 
ads with LIFE-hke EYE* 
CATCHER photos. Nothin 
like them anywhere. Used 
by biggest advertisers. 100 
new subjects = Mat 
or glossy wine n $5 
month. rite for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New York 16. 


Moxie, Controlled 
by Liquor Firm, 
Launches Drives 


Roxbury, Mass., June 6.—Moxie 
Company, soft drink manufacturer 
which owns probably the oldest 
established brand name in the soft 
drink field, has released its first 
major advertising campaign since 
being acquired last year by Ameri- 
can Distilling Company. 

Moxie advertising for 1944 is 
running in New England territory 
and in markets where franchised 
bottlers are in operation. Cam- 
paigns in these territories vary 
with size of market and local con- 
ditions. The main campaign, in 
New England, consists of a series 
of 600-line ads in about 30 news- 
papers on ae regular schedule 
throughout the season. Tran- 
scribed one-minute dramas are 
being used on some 25 radio sta- 
tions, supplemented by business 
paper advertising, direct mail, 
point-of-sale material and dealer 
helps. 

With American Distilling dis- 
posing of its liquor stock to share- 


holders, reports are that the com- 
pany is planning a strong national 
and international development of 
Moxie when conditions permit. 
Test campaigns pointing toward 
postwar expansion are also said to 
be under serious consideration by 
company officials. 

Moxie is handled by the Boston 
office of Alley & Richards. 


AMC Names Kasper 
for Postwar Post 


Joseph P. Kasper, executive 
vice-president of R. H. Macy & Co., 
New York, has been named presi- 
dent of the Associated Merchan- 
dising Corporation and the Retail 
Research Foundation. He succeeds 
Walter Rothschild, who has been 
named chairman of the AMC 
board. Lincoln Filene, Boston, who 
held the latter post, has been 
named honorary chairman. 

Mr. Kasper will direct AMC’s 
postwar expansion plans, both do- 
mestic and foreign. Among its 
membership of 23 stores with an 
annual sales volume of more than 
$600,000,000, AMC represents 
many of the chief retail organiza- 
tions outside the continental limits 
of the United States. 
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market in Fort Wayne 


REPRESENTATIVES: 


ALLEN-KLAPP CO. «+ 


for Indiana’s most prosperous farming area 


@ Fort Wayne’s retail trading area is composed of Indiana’s most productive 
agricultural territory. Farm values are far above average... for the state and for the 
nation. Farm crops are well above all averages...Within the ABC area which is 
thoroughly covered by the News-Sentinel are 50,000 farms producing annually over 
100 million gallons of milk, 30 million dozens of eggs, over a million head of market 
hogs, sheep and lambs...Corn, soybeans, alfalfa, oats, wheat, sugar beets, potatoes, 
onions—all add to farm income... These farm families are prosperous... have money 
to spend...and spend it...This retail trade naturally finds its most convenient 


Throughout northeastern Indiana Fort Wayne’s evening newspaper has 
covered its territory since 1833...a continuous service of 111 years. 
Delivered by carrier to 97.8% of all homes in Fort Wayne every week day. 


Che News-Sentinel 


a Wayne's Good Evening” NM 


FORT WAYNE, INDIANA 


NEW YORK—CHICAGO—DETROIT 


In the first of a series of annual awards to be given by the 
Cincinnati adclub, Henry W. Manz, ad dir. of the Cincinnati Post 
and newly-elected pres. of NAEA, and James W. Petty Jr., publicity 
dir. of H. & S. Pogue Co., were recipients of the Award of Merit 
at the club’s annual meeting. . . Merrill Kremer, head of Merril] 
Kremer, Inc., Memphis, is in charge of the Memphis Sales Managers 
Club School for sales officials, a clinic at which leading business 
men handle the sessions. . . 

With the AMG taking over in Rome—and facing a huge task— 
Lt. Col. John D. Ames, ed. & pub. of the Chicago Journal of Com- 
merce on leave with the Army, has taken over as chief of staff to 
Brig. Gen. Edgar E. Hume, Rome’s new “mayor.” . . 

Members of the war bond promotion committee in charge of 
the 5th War Loan drive in Chicago and Cook County—with an 
$894,014,000 goal—include Harold H. Anderson, Publishers Syndi- 
cate; Homer Buckley, direct mail counselor; Jules R. Herbuveaux, 
NBC; William D. Horne, Needham, Louis & Brorby; Nathan Ef, 
Jacobs, Bozell & Jacobs; Hayes MacFarland of MacFarland, Ave- 
yard & Co.; Merrill C. Meigs of Hearst Publications; and George H. 
Hartman, agency pres... 

The recently-released “Radio’s Audience Measurement” by Chap- 
pell and Hooper is dedicated “To Radio’s Master Voice,” with this 
further clarification, “Radio Audiences When the President Speaks.” 
But C. E. Hooper’s 13-year-old daughter, jumping at conclusions 
when daddy proudly displayed the book, exclaimed over the dedi- 
cation, “Oh! to Sinatra!” ... 

Eugene A. Sigafoose has just celebrated his first 50 years with the 
Cincinnati Times-Star, all with the several advertising departments, 
.. . Maj. Gail W. Fitch, pres. of F. W. Fitch Company, Des Moines, 
will revert to inactive status with the Army air forces and return 
to the Iowa city shortly, subject to recall. He has been serving 
as base quartermaster in the Warner Robins air service command 
at Robins Field, Ga. . . Bill McLean, ad mgr. of the Fisher Body 


Division of GM, who has been seriously ill in a Detroit hospital - 


since May 10, is reported considerably improved. . . 

It’s the same reliable team for the War Loan push in Memphis— 
Avron Spiro, pres. of Lake-Spiro-Shurman, and Norton Rosen- 
garten, a.e. with the same agency, as chairman and co-chairman of 
the campaign... 

Lee B. Weathers, pub. & gen. mgr. of the Daily Star, Shelby, N. C., 
has been reelected to the state senate from Cleveland County, 
defeating his opponent nearly two-to-one. . . Louis L. Kaufman, 
retired ad exec., has been named treasurer and acting recorder of 
the Hamilton County War Finance Committee, with headquarters 
in Cincinnati. . . 

Capt. Ward Ingham, Army air forces, and former sales manager 
of KFRC, San Francisco, recently paid a visit to the studios. He 
expects overseas orders in the near future. . . William Weddell, asst. 
sales mgr. for the NBC central division, recently took a fishing trip 
in Minnesota with General Mills execs. . . 

The records show that for the past fiscal year Bristol-Myers Co. 
paid Lee H. Bristol, v.p. in charge of advertising, exactly $77,416. 
But after taxes, that figure really shr-r-inks. . . , 
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SEE BIG AGGIE FILM—When WNAX, the "Big Aggie” station of Yankton, 

S. D., showed its films of the tallest radio tower in the U. S. to 150 admen 

in Chicago, this group occupied one table: left to right, George McGivem 

and Janice Robison, Grant Advertising; J. P. Timlin, Schwimmer & Scott; Alets 

Mack, Kastor; D. H. Grigsby, Dr. Scholl's; George Durem, Kastor; Merle Myers, 

Russel M. Seeds; and Arthur Robinson, Ruthrauff & Ryan. Similar WNAX 
showings were held in New York and Minneapolis. 


To celebrate the opening of his own agency, Bill Von Zehle took 
over Duffy’s Tavern in New York (nothing to do with the radio 
show) and gorged the press, clients, publicity people and friends 
with the best of drink and food. . . Bill Robinson, v.p. and ad dir. 
of the New York Herald Tribune, is chmn. of the newspaper div! 
sion of the Greater New York Fund... 


From Scarsdale, N. Y., comes announcement of the engagement of 


Joan Field to Lt. (jg) Edward R. Carroll, USCGR, Blue Network 
program director before entering the service. . . Albert E. Koebl, 
pres. of Swafford & Koehl, New York ad agency, has bought a home 
on North Mountain Drive on idyllic Ardsley-on-Hudson.. . 

In Jackson, Miss., Jane Dickinson became the bride of Sgt. Samuel 
E. Sample Jr. The bride’s father, Frederick Dickinson, is sales mat 
ager of the Bureau of Advertising, ANPA. . . Talk about manpower 
shortages in the agency business! Chas. L. Whittier, v.p. and chmn. 
of the plans bd. of Young & Rubicam, went to a cocktail party; 
where the host’s 10-year-old son was lending a hand to cope with 


the paucity of help. As the Y&R exec. stepped off the elevator and 


spotted the youngster, he queried “Can you write copy?”. . . ; 
William R. Baker Jr., exec. v.p. of Benton & Bowles, is bedded if 
Roosevelt Hospital, New York, after being operated on... 
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Mobilize Support 
the for UJ. §. System, 
Post 
cx Industry Is Told 
ce (Industry Is to 
rrill 
gers Washington, June 6.— Praising 
iness jadvertising’s wartime role, Corrie 
Cloyes of the Department of Com- 
sk— |merce declared last week that the 
Yom- |industry must take on the addi- 
ff to |tional role of explaining the merits 
of the free enterprise system, and 
e of mobilizing public support for it. 
' “Advertising has earned the at- 
h an tention and respect of the public 
mdi- |.; never before,” Miss Cloyes 
AUX, |wrote in the leading article of the 
n E, |«Dpomestic Commerce,” official or- 
Ave- of the Bureau of Foreign and 
re H. {Domestic Commerce. “In filling 
the difficult and unselfish role of 
hap- leading a nation in the right direc- 
this tion, it has reached heights of ex- 
» cellence seldom if ever attained.” 
aks. Referring to an editorial else- 
sions where in the magazine which 
dedi- acserted that business must broad- 
cast the role the free enterprise 
h the system plays for the social good,” 
ents, |Miss Cloyes said: “Advertisers, 
dines, jhaving grown in stature in the 
eturn minds of the public, are the log- 
rvin, ical ones to take on this task. They 
€ |must do this without lessening 
a their support of war theme cam- 
cy paigns, which must always come 
spital frst. But they must do this addi- 
: tional job, nevertheless, so that the 
yhis— war we are now waging will not 
Osen- have been fought in vain.” 
an of ‘Wherewithal to Buy’ 
N.C., In advocating promotion of the 
ounty, free enterprise system, the De- 
fman, [tment of Commerce editorial 
her t said that “Mr. and Mrs. U. S. Citi- 
Ot zen have only the vaguest idea of 
arters e complete dependence of a hign 
standard of living on private en- 
anager fterprise. They seem to miss the 
s. He [point that while American busi- 
l, asst. [ness produces and distributes the 
ig trip [goods and services they want and 
demand, it also provides them with 
rs Co, |the wherewithal to buy. 
“They see their own purchases 


keeping business going and they 
lose sight of the fact that they 
couldn’t have the better things of 
life unless this very same business 
filled their pay envelopes. 

“In the trying times ahead, the 
period of reconversion between 
victory and a stable peace, the free 
enterprise system will need the 
support and understanding of the 
people as never before. 
_ “The Department of Commerce 
ias long insisted that business is a 
powerful force for social good. But 
its audience is quite properly those 
it serves— private enterprisers. 
Broadcasting the role it plays for 
social good must be done by busi- 
hess. That certain leaders in in- 
dustry are already thinking and 
acting along these lines is a whole- 
some sign. Their efforts~ should 
have the support of all members 
of the free enterprise system.” 


Praises Ad Council 


Miss Cloyes praised the War Ad- 
vertising Council for working 
tirelessly since a few days after 
Yankton, fPearl Harbor,” and pointed out 
0 admen jthat $352,650,000 in war theme ad- 


AcGiven jVertising appeared in major media 
tt; Alete |— 
le Myers, 
. WNAX 

ow and FUTURE 
hle = Diesel purchases are 
gtr going to be heavy 
ad a Plans are in the 


‘er divi making now. 


»ment of 
Network 


. Koehl, 

a home 
Samuel 

anpower of a big, 

\d chmn. new industry, 


ator and 
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EDITED AND 


PUBLISHED BY 


Meee  NUGRESS 
edded Me REX W. WADMAN 


in 1943. She particularly noted 
“the consistent lessening of so- 
called brag copy.” 

The Department of Commerce 
heartily concurs with the Council’s 
statement that for some time to 
come advertising messages will 
carry a sense of responsibility to 
the nation as well as the business 
that signs them, she said. “As the 
business man’s representative in 
government, the Department of 
Commerce has always recognized 
the power of this selling tool,” she 
declared, “and since Pearl Harbor 
it has taken every opportunity to 


promote its value and necessity to 
other governmental agencies as 
well as the business public.” 

This experience will have a 
marked effect on the coming peace- 
time advertising when products 
again must be actively sold,” she 
predicted. “But before we reach 
that day, we must prepare for it.” 


Joins Maxwell-Davis 


Althea Rickert, formerly with 
J. Walter Thompson Company, 
New York, has joined the copy 
staff of Maxwell-Davis, Hartford 
advertising agency. 


Bradley to Rickard 


J. L. Bradley, formerly of U. S. 
Steel Corporation and the New 
York Telephone Company, has 
joined Rickard & Co., New York, 
to assist the agency’s president in 
special work. 


Radio Editor Named 


Elizabeth Forsling, formerly as- 
sistant to Robert Conly, radio edi- 
tor of Newsweek, has been ap- 
pointed to the latter position with 
the assignment of Mr. Conly to 


the magazine’s “Transition” page. 


Names Gilman, Nicoll 


The Brattleboro Reformer, Brat- 
tleboro, Vt., has named Gilman, 
Nicoll & Ruthman as its national 
representative. 


For Signs of 
the Future 
Look to— 


WAS co, Lima, ONTO 


O matter how powerful a long range 
broadcast may be, it is bucking the 
competition of a strong local station in 
every important market — a local station 
that can and does deliver more audience 
throughout the day, every day. 
This locally accepted station is The 
Yankee Network outlet in its area. There 


peeceplance v2 
THE YANKEE NETWORK’S 
Foundation 


are twenty-one of thes 


e hometown sta- 


tions in twenty-one key markets where 


New England buying power is concen- 


trated. 


The Yankee Network brings together 
and welds into one rich and populous unit 
the twenty-one cities and their suburban 


areas that otherwise would be separate 


and distinct markets. 


With The Yankee Network, you can put 


equal energy and emph 


asis into your sell- 


ing at all points where you have distribu- 


tion or want to get it. 


It is the only group of stations that 


gives you New England all in one piece. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


THE YANKEE NETWORK, wc. 


WEST 45TH STREET * NEW YORK 19, N. Y. 
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Four Accounts Name 
McGiveran-Child 


McGiveran - Child Company, 
Chicago agency, has been ap- 
pointed by Beacon Sales Corpora- 
tion; Allen Selby & Associates 
(vertical barbeque plans); Ray- 
Vogue Schools of art, fashion de- 
sign and interior decoration; and 
Butler Specialty Company, occa- 
sional furniture. 

Milton J. Klee is account ex- 
ecutive on all four. 


MFHE 10 BILLION | 
POST-WAR 

BUILDING 

_ MARKET 

| will be 70% controlled by ~ 

ARCHITECTURAL MEN 

‘The best way to reach them 


p Pencil Points 


The Magazine of Architecture _ 


Demands Grow, But 
Canada Magazines 
‘Freeze’ Press Runs 


No General Boost 
in Circulation, 
Survey Reveals 


Ottawa, Ont., June 8 —There 
has been no general increase in 
the circulation of Canadian mag- 
azines, and restrictions in Canada 
under paper rationing are consid- 
erably more rigid than correspond- 
ing regulations in the United 
States. 

This, in brief, is the situation 


'|disclosed in a survey made for 


ADVERTISING AGE to find out what 
is happening in Canada under 
paper restrictions and control. 
Because of different conditions 
in the two countries, Canada has 
not found it either practical or 


desirable to adopt the U. S. ration 
program in detail. However, Can- 
ada’s ration authority, the War- 
time Prices and Trade Board, has 
at all times worked in close har- 
mony with WPB. The over-all 
result of the Canadian program 
has been to achieve a considerably 
more rigid control over periodical 
and publication raw materials than 
has been the case in the U. S. 


Paper in ‘Common Pool’ 


Here are the broad principles 
which have motivated Canada’s 
rationing procedure: 

1. Canada has regarded the 
North American supply of paper 
as a common pool, to be divided 
equitably among essential users 
regardless of where the paper is 
made. Thus, Canadian magazine 
and newspaper consumers have 
been rationed rigidly despite the 
country’s large surplus domestic 
production. 

2. Despite her large export sur- 
plus, Canada has worked closely 
with the U. S. to “share” needs 
of Latin America, Australia, the 
Middle East, etc., on the basis of 
joint WPTB-WPB understandings. 
These arrangements provide that 


U. S. mills should share in respon- 
sibility for certain foreign mar- 
kets. 

3. All branches of the Canadian 
press have been rationed alike. 
It was thought inadvisable to dis- 
turb the competitive position of 
magazines and newspapers, and 
both newsprint and magazine 
paper are subject to the same 
rationing formula. 

4. Canada has undertaken to 
reduce her over-all consumption 
of paper in proportion to reduc- 
tions in the U. S., despite the fact 
that use per capita in the United 
States was much higher than 
Canada’s. 

That Canada has set up her own 
rationing plan to meet different 
conditions in that country, does 
not alter the fact that the total 
allocations of paper to publications 
have been cut in Canada as in the 
United States. 


Little Change 


What has been the effect of 
this program so far as Canadian 
magazines are concerned? Here 
are circulation figures for Canada’s 
“Big Four’ magazines from 1939, 
1941 and 1943: 


The transition period — the twilight zone between war and peace — will 


not await the armistice. Shifting of gea~s, if it is to be done without undue clashing, should start gradually. 


It must be undertaken as soon as partial de. obilization of war-occupied productive facilities becomes possible. 


Forehanded planning now can save acute dislocations later. 


Wise advertisers will anticipate the scuffle for markets which will ensue. None can afford to overlook the 


vast concentration of buying-power over which KYW holds sway — one of the key markets of the United 


States. Seed time must precede the harvest, and the time to cultivate the fertile soil between the Appalachians 


and the sea is Now. 


From its inception, 50,000-watt KYW in Philadelphia has been noteworthy for its balanced blend of top- 


flight local and NBC programs. Its listenership and pulling-power have been commensurate with their quality. 
Contact NBC Spot Sales for proof. 


\ 
—__—___—_—_ \ 
: ] 


50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 


aoe eee eee WOWO - WGL + WBZ + WBZA + KYW + KDKA 
) REPRESENTED NATIONALLY BY NBC SPOT SALES 


Maclean’s 
Magazine.. 
Chatelaine. 


Journal .. 
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1939 


280,036 
256,285 


255,570 250,253 254,694 
Natl. Home 
Monthly... 253,597 243,675 265,028 


Totals. .1,045,488 1,020,396 1,050,759 
Canadian magazines, in common 
with the U. S., have been unable 
to fill circulation demands. For 
instance, Maclean’s Magazine 
which increased its subscription 
price a year ago from $1 to $1.59 
and which doubled the single copy 
price from 5 cents to 10 cents, has 
had to introduce rationing of its 
circulation. No one-year subscrip. 
tions are being accepted, nor are 
any subscriptions outside Canada 
except to members of the armed 
forces. While return copies are 
accepted from news dealers, there 
is virtually a complete sell-out of 
copies distributed to newsstands. 

One publication whose circula- 
tion has continued to mount is the | tober, 
Canadian pictorial monthly, New ; (desi 
World. This periodical, which came | speec 
into existence in 1939, continued | cas¢ 

to grow for several years. Its 
circulation increased after paper 
rationing began, but the reason is 
that a federal government ban on 
beer and liquor advertising, effec. 
tive Feb. 1, 1943, released a con- 
siderable amount of paper which | this T 
was used by the publisher for in- | Fin 
creased circulation. The four mag- issued 
azines previously mentioned were ning. 
not affected, since they do not “ludir 
carry liquor advertising. excep 


per C 
Remains the Same may ! 


Through 1944, thus far, the press bog 
run of New World, as shown in | ¢ricti, 
each issue, has not varied from Her: 
160,000. This includes the French | portan 
edition, a facsimile (translated) of paper 
the English edition. Paper for this Ww 
edition comes out of the rations 


1941 


275,677 
250,791 


1943 


376,824 
254,2 
Can. Home of 


1942 


allocated to New World. The im-} PY?’ 
portant point is that although this] per 
magazine has increased its circula- } and 
tion, it has not been able to get} tion 
any additional paper to enable it] ing 
to grow. For purposes of paper ~ 


rationing, circulation of this and 
other Canadian magazines were 
completely “frozen” Aug. 31, 1943. 
A study of Canada’s rationing 
system shows it to be much more | 
rigid and inflexible than the sys- 
tem invoked in the U. S. One in- 
portant reason why Canadian pe-| °? | 
riodicals are able to live within 
MOI strict allotment is that each 

ublication is given a permit to 


‘ 
( 


‘ 

{ 

1 
buy and use paper up to the 
amount of its quota. This feature ] 
of the Canadian plan (much 
appreciated by Canadian publica- d 
tions) prevents a scramble for ( 
available supplies. It is credited 
with helping the industry achieve 


(c) 


its projected savings last year, un- m 
like the situation in the U. S. empt 
Some of the differences in thef shall 
programs in Canada and the U.S] or o 
are worthy of attention. lishe 
For one thing, because Canadigj Purp 
was at war from September, 193! wrt 
it was not feasible to accept thtf,9,., 
same base period as that taken " fauthor 
the U. S. Canadian publisheSfithe fo: 
were allowed to take as their bas Jodicals 
period any consecutive four qua’| WPT 
ters between the outbreak of wi oe 


and inauguration of rationing. 
Paper Quotas Required 


In general. the Canadian pla 
has been based on the followitt 


.B 
hie! 


system: Dr. } 
1. For 1943, quotas for publicatio™fyith 
using more than 25 tons We Wear, 


based on net paid circulation ™ 
the base period, plus 3% !# 
spoilage. 
2. For 1944, this quota was agall 
allowed, less 10%. . 
3. Publications using less thaa % 
tons per quarter have been pe 
mitted their “previous use.” 4 
Canadian publications must 8 4 
a paper quota from WPTB. . 
For some time additional pay 
was alloted in Canada for © 
creases in net paid circulat® 
Thus, publications using over 
tons of paper per quarter we 
allotted more paper in proport® 
to the growth in their net p® 
circulation up to Aug. 31, 1%} 
Those using less than 25 tons 
not more than 5 tons were allow® llied 
growth up to Dec. 31, 1943. ™ é 
further allowances for growth ! 
circulation have been permitted wis 
these groups. Only papers uUs% 
less than 5 tons a year are allov 
net paid circulation gains so 1 
as their total use does not exc®# Del 
that figure. renera) 
No provision has been made @ice-pr 
Canada for allotment of additio™pntro); 


9 Carr< 
e ye 


paper on appeal. In Canada, "9Pratior 
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1943 


276,824 
254,204 


254,694 
265,028 


| 050,750 
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WPTB administrator has no dis- 
cretionary power, and no one in 
Canada has received a pound of 
aper over the rigid quota allowed. 
Canadian publishers feel this is 
most important in view of the fact 
that in the U. S. in one quarter 
alone, the additional newsprint 
paper allotted by WPB on appeal 
amounted to the total annual con- 
sumption of paper by all Canadian 
newspapers and magazines. 


Can’t Transfer Quotas 


Then again, paper quotas are not 
transferrable in Canada as is the 
case in the U. S. A publishing 
house with several papers in its 
“string” cannot transfer surplus 
paper from one publication to 
ther. 
“Canada has also put an absolute 
ban on the starting of any new 
publication since the WPTB gen- 
eral freezing order issued in Oc- 
tober, 1942. The only exception 
(designed to protect freedom of 
speech and the press) is in the 
case of a non-profit publication. 
The definition here is “a publica- 
tion issued by a non-profit organi- 
zation and which is dependent 
on advertising for less than 50% 
of its revenue. No publication of 
consequence can be started under 
this rule. ‘ 
Finally, Canada early this year 
issued an order completely ban- 
ed ning “non-essential” printing, in- 
“do ped cluding direct mail advertising, 
. except up to an amount of 25 lbs. 
per company per month, which 
: may now be supplemented by one 
ton of newsprint per quarter. All 
the press other printing is under rigid re- 
hown in striction. ; 
ed from Here, in brief, are the most im- 
» French | portant WPTB orders dealing with 


aper rationing in Canada: 
ny 05 A me WPTB Order No. 223 (Dec. 30, 


r for this 1942) gives the Administrator of 
> rations publishing, Printing and Allied 
The im- |} Inaustries authority to ration pa- 
ough this] per to newspapers and periodicals 
; circula- | and requiring any such publica- 
le to get tion to get a permit before buy- 
enable it} ing or using print paper. The 
of paper only exceptions were: 

: (a) Any newspaper or other peri- 
this and odical published or authorized | 
1es were by the government of Canada, 
31, 1943. or any province of Canada, or 
rationing by any municipality in Can- 
uch more ada, or by on behalf of any 
the sys- agency of any such govern- 
One im- ment or municipality; 


; (b) Any newspaper or other peri- 
adian, pe- odical which, in the opinion 


re_ within of the administrator, is pub- 
that each lished by any religious, charit- 
permit to able, philanthropic, educa- 
p to the tional, scientific, professional, 
is feature political, labor or other non- 
n (much profit organizations; 

1 publica- (c) Any newspaper or other peri- 
mble for odical not being or contain- 
| ited ing advertising of goods or 
5 credi services and not published for 
7 achieve profit; 

year, un- “Provided always that the ex- 
U. S. emptions granted by this section 
“es in the shall not apply to any newspaper 
the U.S] or other periodical that is pub- 


lished primarily for advertising 
purposes, or derives its principal 
earned revenue from advertising.” 
WPTB Order No. 295 (July 20, 
1943) extends the administrator's 
authority to include publications “in 
the form of” newspapers and peri- 
odicals. 

WPTB Order 
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332 (Nov. 30, 


ak of wal 1943) restricts the use of paper for 
oning. commercial printing. 
uired ‘ o 
ae 4 Borzilleri New 
. . ‘ ’ 

sdranowin (Chief Editor of ‘Cookery 

Dr. Eleonora Borzilleri, formerly 
yublicatio™ With Young & Rubicam for six 


tons we' Pears as head of its bureau of 
hoge technical re- 
- search and in- 
terpretation, 
has been named 


ss than? editor -in -chief 
e been Mi of American 
~— Cookery, which 
s ore has moved its 
: al pape editorial offices 
~~’ for if from Boston to 
~ 11 E. 44th St., 
New York. 
as oO At Y&R and 


Dr. Borzilleri also when she 
pail was with Ben- 
igs}? & Bowles and Compton Ad- 
55 tons bTtising, Inc, Dr. Borzilleri 

forked principally upon food and 
llied accounts, 


erred 

itted 7h ay: 
cpers use Wis to Perfex 
are allow Carroll E. Lewis, for the past 
1ins so lolive years general sales manager 
not exc®#f Delco Appliance Division of 


©neral Motors, has been named 
en made @ce-president and manager of the 
of additio@pPntrols division of Perfex Cor- 
Canada, "#ration, Milwaukee. 


Three Transferred 
by Standard Oil 


Three assistant general man- 
agers with headquarters in Chi- 
cago have been transferred by 
Standard Oil Company of Indiana: 
I. W. Cameron moves from the 
central division to the northern di- 


vision; F. J. Swindell from the 


northern to the western; and R. F. 
Baity from the western to the cen- 
tral. F. H. Fillingham continues 
as assistant general manager of 
the eastern division. 

Tracy J. Wolfe, sales manager 
at Denver, has been promoted to 
assistant manager of the Rocky 
Mountain division, succeeding J. P. 
Gregg Jr., resigned. 


B&B Moves Two 


H. L. Fallon, formerly manager 
of the New York office, has been 
named sales supervisor of the di- 
vision of sales counsel of Brown 
& Bigelow, St. Paul. A. J. Knut- 
son, formerly operating his own 
syndicate advertising business in 
Kansas City, has been appointed 
counsel manager of this division. 


Omits Display Copy 

The Rochester Democrat and 
Chronicle omitted all display ad- 
vertising from its issues of May 
30 and 31, because of paper short- 
ages, and announced that no clas- 
sified will be carried on Monday 
until the paper situation eases. 


NRDGA Plans Meeting 


So great has been the demand 
for the June merchandising con- 
ference, originally postponed by 
the National Retail Dry Goods 
Association because of the trans- 
portation situation, that J. H. 
Hunter of the Edward Malley 
Company, New Haven, chairman 
of this NRDGA group, has de- 
cided to make a scheduled board 
of directors meeting June 13 at 
the Hotel Per.nsylvania, New York, 
an open meeting. All members of 
the group interested in current 
ready-to-wear and main floor 
merchandise problems are invited. 
Discussions will cover fall buying 
plans, shortages, price regulations 
and reconversion. 


53 
Miss Cole to Collier 


Eleanor Cole, formerly assistant 
advertising agent for Atchison, 
Topeka & Santa Fe Railway, To- 
peka, Kan., has joined the Chicago 
staff of Holder Morrow Collier, 
Inc. As assistant to Mr. Collier 
she will be engaged particularly 
in handling the agency’s National 
Trailways Bus System account. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 
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From The Detroit Free Press 
Editorial Page, February 7, 1943 


Che Detroit Free Press 
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As We See ae... 


‘Lue KNIGHT NEWSPAPERS strive to meet the highest 
standards of journalism. We try to keep our news columns 
factual and unbiased, reserving our personal opinions for 
the editorial page, where they belong. It is true that we 
make mistakes. So does every other newspaper that isn’t 
afraid of its own shadow. When our facts are shown to be 
faulty, we make amends cheerfully and resolve to do better 
next time. But our newspapers have never been run by the 
Board of Commerce, the Retail, Merchants Association, 
the manufacturers, the banks or the labor unions. We do 
not operate them in the. interests of any class, group, fac- 
tion or political party. As my late father said so appro- 
priately many years ago: “We are ourselves free, and our 
paper shall be free—Free as the Constitution we enjoy— 
Free to truth, good manners and good sense. We shall be 
for whatever measure is best adapted to defending the rights 
and liberties of the people and advancing useful knowl- 
edge. We shall labor at all times to inspire the people with 
a just and proper sense of their own condition, to point out 


to them their true interest and rouse them to pursue ii. ” 


John S. Knight, Publisher 
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Names Seberhagen 


Petroleum Heat and Power 
Company, Philadelphia, has ap- 
pointed Seberhagen, Inc., Phila- 
delphia, to handle newspaper ad- 
vertising. For the same client, the 
agency has purchased “Letter to 
a Soldier,” over KYW Sundays 
from 6:30 to 6:45, EWT. 


Weisser Rejoins Emerson 

C. O. Weisser, former repre- 
sentative on the West Coast for 
Emerson Radio & Phonograph 
Corporation, who has been in the 
Army as a lieutenant, has returned 
to Emerson to handle special war 
— in the company’s New York 
office. 
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NEIGHBOR? 


Millions of automobiles will be built in the 
immediate postwar era. 


How will this affect Dayton? Here’s HOW! 


The following products essential to the automotive 
industry are ‘Made in Dayton, Ohio, U.S.A.” 


Axles, Trailer 

Batteries 

Bearings, Cam Shaft 
Bearings, Rod & Main 
Brake Drums 

Brake Hose 

Brake Linings 

Brakes, Hydraulic 
Bumpers 

Bushing Bearings, Wrist Pin 
Bushings 

Clutches 

Clutch Facings 

Controls, Hydraulic 
Defroster Hose 

Fan Belts 

Filling Station Equipment 
Friction Material 

Garage Equipment 
Gasoline Pumps 


Gear Shift Knobs 

Gravel Shields 

Lifting Jacks, Hydraulic 

Motor Mounts 

Oils and Greases 

Pedal Pads 

Plastic Parts 

Running Boards 

Search Lights 

Shock Absorber Lengths 

Shock Absorbers 

Spotlights 

Steering Wheels (Rubber & Plastic) 

Synthetic Rubber Parts 

Tires 

Tubes 

Truck Bodies and Cabs 

Valve Springs 

Weather Strips, Windshield 
& Window 

Wheels and Fifth Wheels 


Postwar Dayton with its 456 industrial plants 
will be bigger and busier than prewar Dayton. 
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Vaylous largest Daily Circulalon 


Nationally Represented by The Geo. A. McDevitt Co, 


THE DES MOINES AUDIENCE FOR 
‘THAT BREWSTER BOY'IS ENLARGED-¢ 


Yes, That Brewster Boy and Quaker Oats get a Des 
Moines audience 73.2% above their national Hooper. 
Exceptional? Not at all. The 48 CBS commercial 
evening shows on KRNT average 30.3% higher than 
their national Hooperating. No wonder more than 
150 national and regional advertisers use KRNT in 
lowa’s No. 1 Market — Des Moines. 

KRNT, DES MOINES * CBS + A COWLES STATION 


Affliated with 
Des Moines Register-Tribune 
Represented by Katz 


Urges Long-Range 
Utilities’ Program 
at PUAA Meeting 


Chicago, June 8.—The belief, 

generally accepted by public utili- 
ties management, that with good 
servicé and reasonable rates pub- 
lic relations will “take care of 
itself” has resulted in an unin- 
formed public, J. Wesley McAfee, 
president, Union Electric Com- 
pany, St. Louis, told the Public 
Utilities Advertising Association 
meeting here this week. 
Mr. McAfee warned of a vigor- 
ous minority group in the United 
States determined to convert our 
economy into a socialistic one and 
urged the public utility industry to 
“sell” itself to the average citizen 
to prevent this. 

Because of the intangible nature 
of the industry, it must be sold 
through a long-range public rela- 
tions program based on an ap- 
praisal of the major objectives, an 
inventory of facilities available, a 
plan for their utilization, and a 
method for maintaining a current 
audit of trends of thinking, Mr. 
McAfee said. 


Ad Plan Revealed 


A plan for the promotion of 
electrical living was described to 
the group by W. T. Reace, vice- 
president of Commonwealth Edi- 
son Company, Chicago. The plan, 
as worked out by utilities adver- 
tising men, is expected to win ap- 
proval of manufacturers’ repre- 
sentatives, paving the way for an 
integrated national advertising 
and promotional campaign for in- 
creased use of electricity and ap- 
pliances. 

“In the past,’ Mr. Reace said, 
“our industry has had a number 
of individual promotions, both as 
to territory and type of appliance 
or electrical application.” The 
need for an over-all program to 
promote the completely electrified 
home has become apparent, he 
said. 

C. V. Sorenson, vice-president 
of Northern Indiana Public Serv- 
ice Company, predicted heavy 
sales of gas appliances when the 
,ynew home market opens. 

An outsider’s view on utilities 
advertising was given by W. W. 
Loomis, editor of the Citizen, La 
Grange, Ill. He urged the indus- 
try to reach .its entire public 
through advertising, not exclud- 
ing labor, which he termed a new 
force to be recognized. 

Walter F. Allen, director of pub- 
licity, Public Service Corporation 
of New Jersey, congratulated the 
public utilities advertising men on 
maintaining a dignified standard 
of advertising. He stressed the 
importance in public utility copy 
of not writing down to the level 
of any audience, but of attempting 
to lift it to a higher level. 


Optimistic Over Future 


Gene Flack, director of adver- 
tising, Loose-Wiles Biscuit Com- 
pany, spoke at the luncheon 
meeting Tuesday, presenting with 
his unmatched flair for comedy, 
an optimistic future for industry 
regardless of wartime restrictions 
because of our gigantic national 
income. 

National award winners of the 
Annual Better Copy Contest spon- 
sored by the PUAA were: 

Newspaper advertising — Public 
relations, Philadelphia Electric 
Company. 

Newspaper advertising—war ef- 
fort, Peoples Gas, Light & Coke 
Company, Chicago. 

Newspaper advertising — nutri- 
tion, Cincinnati Gas & Electric 
Company and Union Light, Heat & 
Power Company, Cincinnati. 

Newspaper advertising—custom- 
er service, Commonwealth Edison 
Company, Chicago. 

Newspaper advertising — trans- 
portation, Public Service Coordi- 
nated Transport, New Jersey. 

Employe magazines — Philadel- 
phia Electric Company. 

Employe newspapers — Georgia 
Power Company, Atlanta. 

Bill enclosures—Kentucky Utili- 
ties Company, Lexington. 


Special books and pamphlets— 


Advertising Age, June 12, 1944 


AT PUAA MEETING—Two of the principals at last week's sessions of the Public 

Utilities Advertising Association are, left to right: J. Wesley McAfee, presi- 

dent, Union Electric Co., St. Louis, and Thomas H. Spain, retiring president 
of the association. 


Montana Power Company, Butte. 

Display advertising — Wisconsin 
Public Service Corporation, Green 
Bay. 

Radio advertising — Cincinnati 
Gas & Electric Company, Cincin- 
nati. 

Annual report to stockholders— 
Dayton Power & Light Company, 
Dayton, O 

Annual reports to employes— 
Consolidated Edison, New York 
City. 

Outdoor advertising — Southern 
California Gas Company and 
Southern Counties Gas Company, 
Los Angeles. 

Russell I. Seymour of the Kan- 
sas City Power & Light Company 
was elected president for 1944-45 
at the annual business meeting 
Wednesday, succeeding Thomas H. 
Spain, Public Service Electric & 
Gas Company, Newark. 

Other officers chosen were James 
V. MacDonald, Boston Edison 
Company, first vice-president 
(now in service); E. N. Pope, 
Carolina Power and Light Com- 


pany, Raleigh, second vice-presj- 


bury, third vice-president; Waldo 
M. Wright, Amarillo Gas Com- 
pany, Amarillo, Tex., secretary, 
and Dale Remington, Wisconsin 
Public Service Corporation, Green 
Bay, treasurer. , 


Pencil Points 


The Magazine of Architecture 


Expecting effective coverage of the Gary Trading| 
Area by Chicago newspapers... is like expecting 
a breeze from the Chicago Stock Yards to 


fertilize all Victory Gardens in this area 


* 


The one and only medium 
power and penetration in 


THE GARY 


(INDIANA) 


POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


Home delivered daily to more than 93 out of every 
100 customers of every retail store in our city zone. 
This is more than twice the combined circulations of 
all five Chicago papers in this area, and no other me- 


dium even approaches our 


Population of the Gary Trad- 
ing Area 200,000 plus. More 
than 90% of the wage earners 
in this area are employed in 
Gary. 


With the highest average weekly wage in Indiana, Gary is the second 
in number of income tax payers. They earn in Gary, they spend in Gt me] . 


sional men, industrial executives, workers, and their families— 
THE GARY POST-TRIBUNE, the newspaper with one of the! 
est PULLINE rates in America, on all schedules. 


Flash! For 20 consecutive months Gary has topped its war bond quote 


PULLINE measures results when you use 


THE GARY POST-TRIBUNE 


National Advertising Representatives 


BURKE, KUIPERS & MAHONEY @ New York Chicago Dallas Oklahoma City 4’ 


that will give you effective 


the Gary Trading Area is 


penetration in this market. 


Number of wage earners ¢m- 
ployed in Gary 50,000 plus. 


Excepting Indianapolis, the 
largest wage earner group 
Indiana. 


| devel 
dent; Charles J. Allen, Connecticut | displ 
Power & Light Company, Water. ° 
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Display Plans for 
Easy Washer Sales 


Given to Dealers 


(Picture on Page 63) 

syracuse, N. Y., June 8.—Easy 
Washing Machine Corporation may 
not have washers and similar 
products available for sale now, 
put expects to have them avail- 
able before very long, and in the 
meantime it is determined to place 
its dealers in the best possible 
position to sell when machines are 
available. 

To that end, the company has 
produced a complete portfolio for 
dealers which includes a working 
setup of display plans, complete 
with color drawings, architects’ 


» 1944 


Public | sketches and full construction de- 
, presi- | tails for building a postwar wash- 
esident } ing department immediately. 


| “Because we worked with retail- 
—.. | ers, architects and display men in 
. |developing these plans, any store 
€-Presi- | jisplay man will find the layouts 
necticut) imple enough to construct or 

Water- | supervise,” said Richard E. Weiss, 
; Waldo accistant advertising manager. 
s Com- “Besides, they’re unusually prac- 
cretary, tical, as there is a plan for every 
isconsin type and size of store and appli- 
1, Green ance department. 

“We are now distributing these 
store layout plans to dealers and 
distributors through personal con- 
tact through our organization. The 
retailers are eagerly accepting this 
sort of planning postwar help.” 

The plans, which are complete 
in every detail, including working 
fear! drawings, provide for a variety of 

shapes, sizes and decorative treat- 
1OMES ments, but are all built around the 
N WILL company’s belief that “display 
ymust do more than furnish an 
Y INGB attractive setting for quality mer- 
chandise—it must also serve the 


B&S LAUNCHES CAMPAIGN 


Ripon, Wis., June 6.—Believing 
it will be permitted to begin par- 
tial reconversion before the year’s 
end, Barlow & Seelig Mfg. Com- 
pany, maker of the Speed Queen 
washer and ironer, this month 
launched an extensive advertising 
campaign designed “to tap the 
richest farm market this country 
has ever known.” 

Space has been scheduled in 
Capper’s Farmer, Country Gentle- 
man, Farm Journal and Poultry 
Tribune as well as in 11 state 
farm publications. Initial copy 
bears a reproduction of a poster 
is sent earlier-to dealers, along with 

a “Victory Order Book,” directing 

the reader to register now with 

her local Speed Queen dealer to 

pusure earliest delivery of a new 

Speed Queen washer or ironer as 

a as these appliances are avail- 
able, 

“We believe we have timed this 
“ampaign to be of greatest bene- 
it to our dealers,” the company 
Points out in its dealer publica- 


ive 


ery ion, “Speed Queen Agitator.” 
The war in Europe is fast ap- 
ne. Proaching a climax and many 
; of taders predict Germany’s defeat 
before the end of 1944. There is 
me- Bood reason to hope that we will 
ket. pe permitted to begin partial re- 
onversion to washer-ironer pro- 
al buction before the year’s end.” 

ners sod Through a radio tie-in with 
4 P the ever Brothers, Speed Queen 
rlis, in ashers will be plugged on the 
group Big Sister” program over the full 
BS network at 11:15 a. m., CWT, 
" June 14, July 21, Aug. 9 and 
e second OF, Sept. 6 and 15, Oct. 6, and Dec. 
yend in Gat and 29. They will also be pro- 
poeed on the “Amos ’n’: Andy” 
' ow on Oct. 20. Dealers will be 
and prolé D coormed ot the progress of 
+1 cet Paign through advertise- 
amilies pats scheduled for the remainder 

e of the lof 1944 in trade publications. 


arowe Boosts Two 
bond quel FP. Eg. LaShelle Jr. and Charles 
. lson have been appointed 
Ce-presidents of Larrowe Di- 
an of _General Mills. Mr. La- 
~ le will continue in charge of 
- s ~ the division and as direc- 
hol feed sales service for the 
— Company. Mr. Olson, for- 
Y Comptroller, will be suc- 
fed by J. Stewart Wilson.. 


(E 
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Cincinnati Club Elects 

W. Kesley Downing, Globe-Wer- 
nicke Company, has been elected 
president of Advertisers’ Club of 
Cincinnati. Other officers: Charles 
Butler, Stockton - West - Burkhart, 
vice-president; Al Apking, E. & J. 
Swigart Company, secretary; Clif- 
ford L. Fox, Fox Sign Company, 
treasurer; Henry F. Childress, 
Chatfield Paper Corporation, ser- 
geant-at-arms. 
The club plans to hold its an- 
nual picnic at Ross, Ky., June 14. 


Gets Aussie Post 


Howard C. Steiner, with Good- 
year since 1915, and since 1930 in 
Australia, has been appointed 
managing director of Goodyear 
Tyre & Rubber Company (Aus- 
tralia), with headquarters at 
Granville, N.S.W. 


Servel Launches 
Drive to ‘Presell’ 
Postwar Buyers 


Evansville, Ind., June 6.— Al- 
though the time for actual product 
sales has not yet arrived, Servel, 
Inc., has launched a program to 
develop local markets now for its 
all-year gas air conditioning by 
sending to gas company executives 
throughout the country marketing 
plans and suggestions for creating 
genuine postwar prospects. 

They are contained in a port- 
folio, which also includes adver- 
tising, publicity and promotion 
pieces. Augmenting this will be 
a special display, which the port- 
folio illustrates, to dramatize the 
advantages of all-year gas air con- 
ditioning in demonstration of the 


unit to potential prospects. Local 
companies are urged to press a 
coordinated promotion drive by 
employing publicity and advertis- 
ing in local newspapers, and are 
told that “radio, billboards and 
other miscellaneous promotions 
have their place in the program 
for market development.” 

“Then, when the green light 
signals the day for peacetime 
production,” they are informed, 
“Servel will be ready, and so will 
each individual gas company, with 
presold products, organized as an 
industry for launching the final 
phase of the All-Year Air Condi- 
tioning program—that of success- 
ful penetration of this huge and 
almost virgin postwar market.” 

The local drives are to be coor- 
dinated with the advertising cam- 
paign launched in national maga- 
zines by Servel last month (AA, 
April 24). 
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Hotfimann-LaRoche Talks 
Enrichment to Bakers 
Hoffmann - LaRoche, Inc., has 


launched a four-page campaign in 
business papers addressed to bak- 
ers which stresses ease of bread 
enrichment with the use of Roche 
square enrichment wafers. 


Dreher Gets Accounts 


Business paper advertising of 
Boston Insurance Company and 
Old Colony Insurance Company 
has been placed with Monroe F. 
Dreher, Inc., New York. 


Leftwich in New Post 


James A. Leftwich has given up 
his own public relations office in 
New York to join Baldwin & Mer- 
mey, New York public relations 
counsel. 


A LETTER 


RE you wondering about your client's post-war 
markets? Are you contemplating new fields and 
new products? Then you will want to make a closer 


study of possibilities in the great industry we serve. 


This industry—textiles and apparel—is the na- 
tion’s second largest. It comprises the manufacturers, 
processors and retailers who help keep America’s mil- 


lions the best dressed people in the world. 


Among the manufacturers and processors in this 
industry are firms doing a tremendous business each 


year. For instance: — 


The American Woolen Company reports a vol- 
ume of 197 million dollars last year; Pacific Mills, 85 
million; Riverside & Dan, 58 million. These and scores 


of other companies, each with a million to 20 million- 


Eleventh of a Series 


to the Advertising Agency Executive in 
a Roomette on the Broadway Limited 


Throughout this country there are agencies who 


have made a name for themselves and their clients in 


this field. At the same time, however, there are too 


many textiles and apparel establishments who have 


been neglected by the agency fraternity, and who would 


keenly welcome and richly repay their attention. 


Whether you are one of the significant group who 


are serving this industry or have yet to enter the field, 


Women’s Wear Daily’s wealth of information on this 


great field is available to you at all times. For over a 


third of a century we have served the textile and ap- 


parel industry. As its eyes, ears and spokesman, our 
knowledge of the industry is unrivalled. Please feel free 


to consult us at any time. 


LW ee 


dollar share in America’s markets are firmly convinced 
of the value of dynamic, consistent advertising in the 
trade and national consumer press. You will find many 
of them advertising consistently in Women’s Wear 
Daily. Many of them are enjoying the benefit of expert 


agency service. 


THE RETAILER’S 


WOMEN'S WEAR DAILY + DAILY WEWS RECORD + RETAILING HOME FURNISHINGS 


BE 
: 


NATIONAL 


You may wonder why we speak of textiles and ap- 
parel more and Women’s Wear Daily less. It's sim- 
ply because every well-planned promotion of Wom- 
en’s Fashions and Fabrics (a major unit of textiles 
and apparel) must include Women’s Wear Daily. 
It is only natural that the majority of the linage 
used to advertise Fashions.and Fabrics should ap- 
pear in the newspaper referred to by buyers, re- 
tailers, manufacturers and wholesalers as their 
“business bible.” 


omens Wear Dailv 


NEWSPAPER 


Fairchild Publications 


MEN'S WEAR + CHICAGO APPAREL GAZETTE - 


FAIRCHILD'S TRADE DIRECTORIES 
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“Positions Wanted,” 


cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
,” “Representatives 
tatives Available,” 50 cents a line, i11inimum charge $2. 
All other classifications (single insertion rates): 
¥% in., $2.75; 1 to 3 in., $4.75 per inch. 


Wanted,” and ‘“Represen- 


Terms 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
needed now ye Chi 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs” 

8 South Michigan Avenue ANDover 3129 
CHICAGO 

sound men only are 


CREATIVE 
$200 a month to start. From then 
on results will control. Your writ- 
ing must have rid itself of the touch 
of the amateur. You thrive on re- 
sponsibility. Your wanting to be 
with us twenty years hence is im- 
portant. Write: Miles Kimball Com- 
pany, Kimball Bldg., Oshkosh, Wis- 


MAN—You'll get about 


CREATIVE LAYOUT MAN to do vis- 
uals and finished layouts for news- 
paper ads, booklets, posters, etc. 
Should know printing, typography 
and engraving requirements; be 
capable of following jobs through 
all stages of production. Permanent 
job with one of largest companies 
in the Middle West. Please give age, 
draft status, experience, present sal- 
ary. Applications will be held in 
confidence. 

Box 4858, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLICITY MAN 
Capable handling magazine adver- 
tising, catalog preparation, news 
items for magazines, assist with 
house organ, etec., for radio trans- 
mitter equipment manufacturer. Ex- 
perience with radio and in sales 
helpful. Salary commensurate with 
experience and qualifications. Write 
details of experience and salary de- 
sired. Town of 4,000, 20 year old 
manufacturer, organization of 500, 
living costs moderate, good hunting 


HELP WANTED 


P@SITIONS WANTED 


consin. 


and fishing. 
E. F. Johnson Co., Waseca, Minn. 


The most talked-of 


business 


in America today! 


In 1807, a new American industry was born when 
a Philadelphia druggist compounded the first 
flavored, carbonated soft drink. In the century 


and a half that have elapsed, 


seventeen billior! bottles! 


The bottled soft drink industry is one of the most highly 
mechanized in America; it services a million and a half 
outlets ; operates 80,000 trucks in peak season; uses enor- 


mous quantities of sugar, chemicals, 


long and varied list of allied products. The bottled soft 


drink industry has weathered other 


weathering the present one. It has withstood depressions 
and fierce competitive attacks; it continues, however, to 
grow larger and stronger each year. Because its future is 
so bright, because its products are so popular everywhere, 
and because its members are among the country’s most 
aggressive merchandisers, nationally and locally, the 
bottled soft drink industry has become the most talked-of 


business in America today. 
Serving this industry since 1882, and 


ways for its growth and development, is the trade’s domi- 
’ GAZETTE: Now in its 
sixty-third year, NATIONAL BOTTLERS’ GAZETTE has long 
been regarded as “The Bottler’s Bible”. The only A.B.C. 
publication in the beverage field, NATIONAL BOTTLERS’ 
GAZETTE Offers advertisers the most effective and economi- 


nant publication, NATIONAL BOTTLERS 


cal medium for reaching the nation’s 


(A.B.C. audit for period ending December 31, 1943 shows 


total distribution of 6273 copies.) 


what can you sell to this fertile market? 


“Story Of An Industry” is a brochure 
especially prepared for advertisers and ad- 
vertising agencies to present a general pic- 
ture of the bottling industry’s operations. 
It is available upon request, without cost 
or obligation. 


NATIONAL BOTTLERS’ GAZETTE 


Keller Publishing Company, Publishers 
80 Broad Street, New York 4, N. Y. 


a most amazingly successful and uniquely Ameri- 
can industry, with an annual (wartime) sale of over 


there has developed 


bottles, cases and a 


wars... and it is 


responsible in many 


6500 bottling plants. 


publication serving 
the beverage industry 


Marketing Research Man or Woman 
for Chicago Advertising Agency. 
Excellent opportunity for person 
with college and business training. 


PRODUCTION MAN 

Seeks agency service or production 
post. 17 years experience all phases 
advertising, publicity, graphic arts. 
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Landis Tool Appoints 


Advertising of Landis Tool Com. 
pany, Waynesboro, Pa., precision 


Adv 
on 


Must have knowledge of marketing, | Specialized typography and mechan- | grinder, has been placed with 
distribution, selling, and advertising | ical production, planning and sched- | Beaumont, Heller & Sperling 
and some statistics. Give full particu- | uling. Age 39. Reading, Pa. Glenn H. Cox, for. 
a experience, draft status — Bg ge Aha og merly with Eldridge - North ‘Or- 0 
and salary. . o St., cago 11, . pe z TOp, 
Box 4855, ADVERTISING AGE Trenton, has joined the agency a 
100 E. Ohio St., Chicago 11, Ill. REPRESENTATIVES AVAILABLE an account executive. 
ADVERTISING AGENCY BOOK- a 
LD Ml Pel y TRADE-PAPER 
Dublishers ledger and space billing. ee ee Gets Londonde on 
State age, experience and salary. ‘| offers wide industrial and trade sell- ry 
Box 4856, ADVERTISING AGE ing experience in Eastern territory, Londonderry Company San | 
100 E. Ohio St., Chicago 11, Ill operating from New York City to . : ’ 
Sa oncl * 3 , : one or more publishers. Commission Francisco, packer of ice cream me 
MAUDE LENNOX basis. Highest references. mix, has placed its account with| %° 
SPECIALISTS Box 4862, ADVERTISING AGE |Brisacher, Van Norden & Stag| =/mé 
PO ay pow & Sales Personnel 330 W. 42nd St., New York 18, N. Y Frequent insertions of small aff, cializ 
: — Ma » ad dT LE x. Aggressive mid-west coverage by i mor th 50 all Space adve 
ADVERTISING, PUBLISHING live-wire representative on general | 2 ore an newspapers cials 
SALES AND MERCHANDISING or specialized publication. Excellent|throughout the country are C 
POSITIONS agency and advertiser relations. planned. by 
FRED MASTERSON Box 4849, ADVERTISING AGE 5th V 
SINC a 100 E. Ohio St., Chicago 11, Ill. Chi H tn C] b appei 
310 S. MICHIGAN, CHICAGO pman fea u 
20 YRS. ADV. EXPERIENCE Murray R. Chipman, MaclLea 
r . in 
ADVERTISING copywriter for in- Heads Broadcasters Publishing Company, has bee| As 
tn le fe anes > eee Paul R. Fry, KBON, Omaha, has | elected president of Advertising 4} netw 
organization. for a creative. man | been elected president of Nebraska |Sales Executives Club of Mont-\ cel | 
with technical background and|Broadcasters Association. Lumirj|real. Vice-presidents are F, }/| imme 
agency experience. Urban, KORN, Fremont, is vice- | Dillingham, Continental Can Com.| ress 
ry wm Obic bt. ge hema “Se president, and Art Thomas, WJAG, | pany, and John Clifford, T. Eaton| to ad 
PRODUCTION MANAGER Norfolk, secretary-treasurer. Company. of th 
Girl or woman to handle produc- be ca 
tion for small Cleveland industrial week 
agency. State salary and details of etw 
experience in first letter. : 
Box 4851, ADVERTISING AGE tiser's 
330 W. 42nd St., New York 18, N. Y. their 
REPRESENTATIVE worlc 
For one of the oldest and best Eat 
known technical radio and electronic 
publications (ABC). A splendid op- set Ul 
portunity both now and after the progr 
war in a fast expanding electronic nate | 
market. New England and Pacific 
Coast territories open for experi- progr 
enced space salesmen. Commission per1o% 
basis. Strong cooperation. confit 
Box 4861, ADVERTISING AGE tive 
330 W. 42nd St., New York 18, N. Y : 
George Williams Netw 
COMMERCIAL PERSONNEL regu 
Advertising & Publishing Positions may 
209 S. State St. — Chicago, Ill, the r 
CARDBOARD ee Patric 
MA 
Experienced making dummies and subst: 
models for litho. displays and car- mercl 
Sone. reaeiiont ag tee A ZIP- P) ’ t Mu 
4 nec., orth Michigan, ug 
Chicago. omt n - ag 
after 
POSITIONS WANTED j 
interr 
SECRETARY-COPYWRITER.  Col- coverage event 
lege education. Extensive advertis- 4% : 
ing experience. Wishes position re- the . iP 04 os letins 
quiring initiative, imagination and 6 Ric ee hour. 
an ability to write. Chicago pre- v5», until 
ferred but will consider interesting mm on sp 
opportunity wit postwar future é T. % #, 
anywhere in the U. S. or elsewhere. ast exas- % : Invas) 
Box af 2f8., ADVERTISING AGE nee tins 
2. © St., Chicago 11, IN. N Sw oe 4 Ss ive 
ADVERTISING & Sales Promotion ort OUISIG hice iS pipe 
eae whose —- have pro- “3 5 or cat 
uced an outstanding record of sales he a h As 
and profits for a number of nation- Sout LRaGnSa@ 
ally known drug and cosmetic items, or A 
is now available for Chicago assign- : : : 
ment. Please address Frank X. mar et i indep: 
Trimbach, c/o ADVERTISING AGE, * three- 
100 E. Ohio St., Chicago 11, Il. ‘i —ord 
Advertising and Sales Promotion of all 
Manager: Successful record in food 
and drug fields. Agency background. seven 
All media. 36, married, 4-F. Seeks sched 
post-war opportunities. Now em- spon 
ployed. . . 
Box 4852, ADVERTISING AGE pastor 
100 E. Ohio St., Chicago 11, Il. The 
ADVERTISERS’ RELIEF sched 
If your adman is in the service or King | 
your copy department shorthanded, 10 | 
you can buy part of my time. Copy, ] P. 
layout, direct mail, letters. Job or ed al 
retainer fee basis. respec 
Box 4850, ADVERTISING AGE broad 
100 E. Ohio St., Chicago 11, Ill. pend 
A-1 ADVERTISING MAN available j “ 
for 4-A Agency or Manufacturer. Interv 
Experienced in contact, sound ideas radio 
and copywriting. 36 years old. Out- failed 
standing record: 11 years newspa- audi 
per space salesman, 1 year editor vs set 
and promotion manager business hostili 
trade magazine, 1% years agency Sin 
work—contact, copy and radio script A SHREVEPORT the ez 
writing. University of Missouri 
Journalism School graduate. Chi- TIMES STATION poems 
cago suburban resident. ersonal a 
ce ane samples of work will SHREVEPORT, LA. ~~ 
sell you. rite 
Box 4860, ADVERTISING AGE THE BRANHAM CO. pleme 
100 E. Ohio St., Chicago 11, Ill. ent ne 
4 tribut 
Hov 
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OHIO WITHOUT 
CENTRAL OHIO 
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Radio, Newspapers 
Forego Profits 
on Invasion Day 


(Continued from Page 1) 


some cases eliminated. Following 
Elmer Davis’ plea not to commer- 
cialize the solemn occasion, many 
advertisers turned their commer- 
cials into war messages supplied 
by OWI, on such themes as the 
5th War Loan drive or blood donor 
appeals. 


ub To Make Adjustments 


As in past emergencies when 
rtising 4| networks have been forced to can- 
f Mont-{ cel commercial shows to carry 
. F. H| immediate bulletins on the prog- 
an Com.| ress of World War II, adjustments 
T. Eaton| to advertisers for the cancellation 
of their programs on D-Day will 
be carried out in the next several 
weeks. It is entirely possible, one 
network stated, that some adver- 
' tisers may not seek adjustment on 
their contracts because of the 
worldwide import of D-Day news. 
Each network had previously 
set up policies to cover commercial 
programs. NBC decided to elimi- 
nate all commercial and sustaining 
programs, except “some news 
periods”; a half hour after Allied 
confirmation, Edgar Kobak, execu- 
tive vice-president of the Blue 
Network, issued a statement that 
“regularly scheduled programs 
may be canceled or rebuilt to fit 
the news needs of the hour. . . 
Patriotic and war messages will be 
substituted for the regular com- 
‘mercial announcements.” 
Mutual canceled its regular 
commercial programs until noon, 
after which commercials “were 
interrupted or displaced as news 
events occurred,” while news bul- 
letins were broadcast every half- 
hour. CBS carried no commercials 
until 10 a. m., thereafter cutting in 
on sponsored shows with special 
invasion features and news bulle- 
tin. The CBS newsroom was 
given carte blanche to break into 
or cancel programs as it saw fit. 


Three Drop Commercials 


A check of New York City’s 10 
independent stations revealed that 
three—WMCA, WHN and WNEW 
—ordered a wholesale cancellation 
of all commercials, while the other 
seven, though continuing regular 
schedules, cut in ruthlessly on 
sponsored messages whenever in- 
vasion news flashes so warranted. 

The four networks canceled all 
scheduled broadcasts at 3 p. m. for 
King George’s speech, and again at 
10 p. m. when President Roosevelt 
led all America in prayer. Out of 
respect for “the theme of the 
broadcast,” C. E. Hooper, Inc. sus- 
pended all regular and_ special 
interviewing, the first time the 
Tadio research organization has 
failed to measure the President’s 
audience since the outbreak of 
hostilities. 

Since H-hour occurred during 
the early morning hours, all local 
morning newspapers had virtu- 
ally completed their press runs, 
Papers carried their normal com- 
plement of advertising under pres- 
ent newsprint shortages, and dis- 
tribution was well under way. 

However, the New York Times 
hit the stands with a later 6 a. m. 
edition on D-Day, while PM, 
MeWhich accepts no advertising, re- 
Mm uilt its edition and gave 22 of its 
' Pages to invasion news. After- 

moon papers appeared on news- 

Slands with early editions, in 

Which they were able to include 

@ number of ads from department 

eStores which had been held for 
D-Day insertion. 

wo national advertisers, Park 
& Tilford and Minneapolis-Honey- 
Well Regulator Company, were 
able to get their D-Day ads in the 
afternoon papers. 


Omits All Ads 


| On invasion day the Daily News 
sPpeared on the stands with a 
F4-page issue without a line of 
Advertising. “Advertising omitted,” 

0 aid the News in a panel in its 

ay inside page. “To make possi- 

io, Complete coverage of the inva- 
ane the News has eliminated all 
Vertising from its editions today. 
© problem was to meet ‘a tre- 


ik? 


mendous demand for papers de- 
spite an acute newsprint shortage. 
Only through publishing without 
advertising, the News felt, could it 
best serve its readers.” 

The Mirror also omitted . all 
advertising. ‘For full coverage of 
the momentous invasion,” it said, 
“the Mirror today carries no ad- 
vertising rather than increase the 
number of pages during national 
paper shortage.” 

The Journal-American carried 
classified, drama, movie ads and 
death notices only. “In order to 
give readers a full and complete 
report of the momentous events 
of the invasion it has been neces- 
sary to eliminate all advertising 
matter from this paper’s columns 
with the exception of classified, 
drama and movie ads and death 
notices,” it said. 


Restricts Linage 


The Herald Tribune the next 
day omitted all advertising except 
classified and _ record financial 
copy “in order to provide adequate 
news space and wider distribution 
of the newspaper at this historic 
moment,” while the Times gave 
greater priority to news but other- 


wise carried advertising as usual, 
with several D-Day ads included. 

The Post handled advertising as 
regularly scheduled; the Sun elim- 
inated a greater volume of adver- 
tising than usual, but carried copy, 
including several D-Day ads; the 
World-Telegram made no changes, 
but exercised its optional inser- 
tion dates to reduce volume of 
national advertising. 


ANA Farm Group 
Plans Chicago Skit 


Leading industrialists and ad- 
vertising agency executives have 
been invite to attend a special 
Chicago showing of the ANA agri- 
cultural committee’s new presen- 
tation, ““What the Farmer Thinks 
of Business,” at a luncheon show- 
ing at the LaSalle Hotel, June 15. 

First production of the dramatic 
skit was made last month at the 
spring meeting of the Association 
of National Advertisers, based on 
facts brought out by a recent sur- 
vey conducted by Crossley, Inc. 
A. C. Seyfarth, manager of the 
consumer relations department, 
International Harvester Company, 
is chairman of the committee. 


‘This Week’ Denies 
Adopting Split-Run 

This Week Magazine denied re- 
ports last week that it has adopted 
an involuntary form of split-run in 
cities where local publishers are 
short of paper, with advertising 
pared down to fit the local news- 
print quota. However, J. J. E. 
Hessey, advertising manager, told 
ADVERTISING AGE that in several 
cities where newspapers carrying 
the publication are more acutely 
affected by shortages of newsprint, 
the magazine is being made up 
with fewer pages than under nor- 
mal conditions. 

The Philadelphia Bulletin has 
announced that for an indefinite 
period it will distribute approxi- 
mately 540,000 copies of This Week 
with the Saturday edition instead 
of 650,000, which is being accom- 
plished by eliminating the maga- 
zine from the last two editions. 
These two are normally sports and 
late news copies which the Bul- 
letin distributes largely for down- 
town street sales. Prorata reduc- 
tions are being made to advertis- 
ers affected by the change. 
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John Graetzer Joins 
Lennen & Mitchell 


John S. Graetzer Jr., food pro- 
gram manager for Office of War 
Information, has resigned to join 
the executive 
staff of Lennen ~ 
& Mitchell, New © 
York. He will 
serve as execu- | 
tive on the Car- 
stairs account 
and consultant ~ 
on government = . 
procedure for 
the agency’s 
clients. 

Prior to gov- 
ernment serv- 
ice, he was J. S. Graetzer Jr. 
assistant advertising manager of 
Carstairs. 


COMMERCIAL ARTIST 


Man or woman, to illustrate package de- 
signs for mail order house. Typing or 
stenographic ability desired. State quali- 
fications in full and salary desired. 
Address Box 4859 ADVERTISING AGE, 100 
E. Ohio St., Chicago II, Illinois. 


“There's a man here with 1% billion 
monthly circulation... what'll | do?” 


Express Posters are the last word in reaching shoppers in 
the buying areas of the country. It’s the most economical 
circulation in the market. Write for complete information. 


DOUGLAS LEIGH ° Poster Advertising 


630 FIFTH AVENUE - 


NEW YORK CITY 
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Hormel’s Ad Costs 
Story for Spam 
ls Big Success 


(Continued from Page 2) 
consumer. Like you folks in in- 
dustry who have skills developed 
by long periods of practice and 
experience, we too have developed 
a trade through years of experi- 
ence in our business. 


“We could not jump into your 
shoes and bone a ham with your 
skill and efficiency, walk into your 
research kitchen and develop a 
product like Spam, produce a 12- 
ounce can that would keep spiced 
meat without refrigeration, with 
our present knowledge. Undoubt- 
edly, you would find it difficult to 
step into the advertising business 
and start creating campaigns, but 
we both have skills built on long 
years of experience and _ hard 
work. Yours have been developed 
in one direction and ours in an- 
other. You also have tools with 
which to work and so do we and 
we should like to show you some 


WORCESTER’S 


t 
*Sales Management Survey 


In just four years Worcester's Effective Buying Income 
has jumped 100.58% to more than $280,000,000. Trans- 
lated, Worcester's buying income currently totals $4,529 
per family per year, an addition of $498 to 1942's in- 


come. 


Year after year this average has gone steadily 


ahead. Add to this evidence of Worcester as a MUST 
market in New England, the year's 13.1%, gain in Per 
Capita Savings, and the 9.8°/, rise in Retail Sales. 


Worcester with a City Zone Population of 235,125 
and City and Retail Trading Zones of 440,770 receives 
blanket coverage from Telegram-Gazette circulation. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACH USETTS 
j GEORGE F BooTHw Publisher - 


PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVE 


OWNERS of RADIO STATION WTAG 


THE ONLY NEW-PRODUCT PUBLICATION 
IN THE ELECTRICAL INDUSTRY — 


The only publication 
giving complete cover- 
age of the electrical 
equipment market . . 
and over 70% of this 
is actual request cir- 
culation from readers, 
by name and title, who 
have stated their need 
and desire for it. 


3 Published by 
* gurton PUBLISHING CO 


of the things we use to take the 
‘guess’ out of advertising and 
make it a workmanlike effort. 


Many Methods Developed 


“While creative skill is still a 
most important factor, many meth- 
ods have been developed to help 
us find the best way to present to 
potential customers the qualities 
that make goods and_ services 
worth buying.” 

Then more facts plus comments 
to explain testing techniques. The 
first example was a copy testing 
series of advertisements for Gam- 
ble Stores with hidden offers in 
the copy and an explanation of the 
techniques and results. Additional 
charts show how winning appeals 
are combined in the final cam- 
paign. 

Another series of charts shows 
how this technique was applied to 
the first copy test for Spam with 
ads built around such headlines as 
“What’s new in summer sand- 
wiches?” “What meat needs no 
refrigeration?” “What shall we 
have on our picnic?” etc.—ten in 
all. 

The next chart shows the first 
sales area test advertisement in 
which four winning appeals from 
the copy test are used. The word 
Spam is spotted boldly throughout 
the page and Mr. Haupt explains 
how this technique was used to 
register a new name. 

By this time it is clear to the 
least interested listener how the 
Spam headlines and copy themes 
have been chosen and that it isn’t 
done with mirrors. 


List Other Methods 


Series of charts then quickly 
review other testing methods... 
Consumer Jury, Daniel Starch, 
Clark-Grant...to show how inde- 
pendent researchers get answers 
to reader response to individual 
ads and campaigns as a whole. 

A picture page illustrates a 
woman receiving a call from one 
cf the radio services and comments 
follow to briefly explain Hooper, 
CAB, and the Nielsen Audimeter 
technique of measuring listener- 
ship. 

What about newspapers? Three 
charts and comments explain the 
Continuing Study of Newspapers 
and some of the things advertisers 
and agencies have found out about 
readership, page traffic, etc. Mr. 
Haupt’s technique is first to show 
figures and explain them briefly 
and, second, to assume that his 
listeners know practically nothing 
about advertising, two phases in 
his effort to show that advertising 
producers apply common sense 
methods in an effort to make ad- 
vertising more effective, an im- 
portant element in cutting the cost 
of distribution. 


Shows Real Need 


Says the layman: “When you 
can’t get all the product you want 
why spend money for advertis- 
ing?” Mr. Haupt has a dramatic 
preliminary answer, a chart from 
the Crowell - Collier Publishing 
Company showing 16 forgotten 
trademarks—they’re gone because 
the companies who owned them 
quit selling and advertising. 

Then comes the clincher: “Dur- 
ing times like these you advertise 
to protect something you have 
built. Let’s see what Spam adver- 
tising protects while, at the same 
time it helps to sell the millions 
and millions of pounds of product 
still available.” 

Then a chart with a headline in 
color. . . “Some things that the 
Spam sales, merchandising and 
advertising program have accom- 
plished.” 

“It increased the sale of a pro- 
duct from hundreds of thousands of 
cans a year to many millions.” 

“It acquainted 87% of the urban 
people with Spam —72% of the 
people in rural areas.” 

“It increased the use of canned 
meats from 18% of the families 
in 1938 to over 60% in 1943.” 

“Women report 90% of their 
Spam recipes or menus are those 
advertised and merchandised.” 


Profit Goes Up 


“Turnover and profit increased, 
cost to consumers was cut. Spam 
was taken from a specialty to a 
staple item in less than two and 
a half years.” 

“Spam’s leadership has 
against over 90 imitators.” 


held 


of pounds of other flavor-sealed 
products.” 

“The Spam campaign has helped 
drive home the name Hormel and 
the basic idea ‘Good Foods’ with 
the trade and with consumers.” 
On the chart is a color repro- 
duction of a Spam can and Mr. 
Haupt says that the Spam label is 
multi-colored and relatively ex- 
pensive. While it costs only a 
fraction of a cent per can labeling 
costs run into hundreds of thou- 
sands of dollars annually. 

“None of us would question that 
cost. We think of it in terms of 
units and realize the importance 
of that label in attracting consum- 
ers through its appetite appeal, its 
ability to step up frequency be- 
cause of the four-color use recipes 
on the can, its selling power com- 
petitively on the grocers’ shelves 
—and at a cost so small its elimi- 
nation would mean no saving to 
the consumer. 

“Then why do so many of us 
question the kind of advertising 
that has built and maintained the 
demand for a product like Spam 
and protected the accomplishment 
of a relatively short period with 
a market of over 20 million fam- 
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ilies from coast to coast and 
such a low cost?” 

Then Mr. Haupt flips over 
last sheet, showing a _ full-co, 
Spam advertisement and winds y 
with ... “We hope you will agy 
that such a program is entire 
justifiable and .. . here is our ng 
insertion.” 

An executive of one organizatiy 
in Minneapolis suggested that 
more general but carefully p 
pared story incorporating Nort) 
west advertisers be prepared 
that that organization, through fy 
or six trained speakers, can 


such a story to audiences through 


out the area. 


“People,” said Mr. Haupt, “don 


think of advertising as a meth 
of mass distribution of informatiy 
in which the only fair way 
judge cost is on a unit basis. Th 
just think of lump 
whistle. Advertising could ng 
command such outlays today wha 
advertisers are judges of all cosy 


of doing business unless it deliv, 


ered. . People ought to know mor 
about how it operates and fron 
this limited experience it woul 
appear that they are really inte§ 
ested in doing so.” 


BEST REAL EST 
PAGE IN ITS FI 


ANOTHER REASON 
IS HOME PAPER 


PAPER 


Last year the National Association 
of Real Estate Boards sponsored a 
competition for newspaper real estate 
pages best calculated to serve readers 
and the community as a whole. The 
Houston Post was awarded first in its 
classification of cities. 


Such thorough handling of the 
many family interests has made the 
Morning Post a family-read news- 
paper. It is the only Houston paper 
offering both United and Associated 
Press News as well as New York 
Times and Chicago Tribune services. 
Twenty-five of the most popular 
comic strips appear regularly; the 
housewife’s interests are interestingly 
covered; and the sports page is one 
of the strongest in the country. 


Another reason why the Houston 
Market is different in morning paper 
readership is transportation. A few 
minutes takes bus riders from the 
most distant point downtown — the 
trip to work is not paper-reading 
length so the morning paper is read 
at home — instead of ending up as 
waste paper in a downtown bus. 


Local business men who must 
reach the family as a group take ad- 
vantage of Post readership. More 
and more national advertisers are 
realizing Houston is different, are 
advertising in the Morning Post. 


“Spam has helped sell millions 


ty a 
is i eg 


Why HOUSTON POST 


THOUGH A MORNING 


ATE 
ELD 


SAYS NATIONAL ASSN. OF 
REAL ESTATE BOARDS ... 


DECENTRALIZATION 
FAVORS HOUSTON... 


ALREADY LARGEST 
MARKET IN THE SOUTH 


As faster transporta- 
tion shrinks the world, 
and inevitably brings 
decentralization of  in- 
dustry, Houston will re- 
main in “the king row.” 
It inherits a tremendous 
diversity of natural re- 
sources in addition to 
oil — resources just as 
vital in peace as in war. 
The steady development 
of these resources has 
already made Houston 
the largest market in 
the South — over a 
quarter billion dollars 
worth of consumer 
goods yearly. This 
growth has been re- 
markably uniform since 
1850, every decade 
bringing a_ steady, 
healthy increase. 


. Get started 
new MILLION 
KET now! 


this 
MAR- 


REPRESENTED BY 


BURKE, KUIPERS, MAHONEY, Ine. 


The HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


idverti 


ee 


sums ane 


lings, 
D reser 
ent act 
Dealir 
ng, the 
at orc 
decific 
ifferen' 
inder 
ould 
But ° 
oducts 
prtly r 
e boal 
prod 
stent 1 
e busi 
sentia 
g des: 
ser’s n 
pacetin 
blic.” 
As su 
ould | 
Dtiable 
Able a 


Con: 


As de’ 

such 
hd ther 
bards | 
blume 
BINg al 
ed. 


Speciz 
rtising 
luable 
er Co) 
rt of 
oducti 
Place 
stwar 
ged j 
ultar 
led t! 
vertis 
rding 
ethods 
e avai 
for | 


7 26 >, 


<utstlg 58 C(tisCSCsCSC‘iéC 
ae 
bi | a | a 
ie Ss | 
ee ; 
ieee. - 
4 . 
(Co 
: , plicy, k 
a oe nt res) 
eg ge ie ae ‘ 
een gon th 
per pbies 
Songer Bprevic 
ee pat its 
gee Banted 
shia. 3 cae OSE cle ea ee A iiceeuiinatelos: * evenue 
< a rn Ok yt ala 
: ; j oc eer ue acc 
pO ee ae sont 
a it ae see ° oa 
a of vmCOMeEe ay? 
es ee ae er ‘ 4 om the 
4k Oe eee “sal ‘ : ee ee nate, 
. ‘ ae ee _ ne 2 (- ye ap : ewe my In the 
ae a. aC | eee 
-! a i —_ > 4 | ulings, 
a Fs, ee . ideratic 
E = ‘tiny Bi —~ - ———— ane ll ‘ : | ——— fiir 
“aw 2 ie ‘ =e - eee g —— 2 oot | y the k 
: ie we es — — ~ wv aD). 4 | | Re Dissat 
— - Brest —s as” 
EP a ee é y = ane ee : > Ze | aro Es Ta Te Althot 
Pe Ae - ae ZA — 4a ait =|, PAGE ecifica 
ie — Sw A oe Ee | CE 
| a =" a ee —— ee ae a “s = Zi = oards r 
a ia fer P 9 ici > = oe —— — A Ms x y ee ty | Eo >= et Zz ue alle 
oe eee Po. SS) SS Se ~ vt «eas E dogged 
a a Zz i ti ———— | 7 S| fa re 
Be. eg en aT tO ee 5 fo) 
is .” P ; ye ts = ides 33 aeg . | = a) 2 ong I 
am, *: >>) BS pina, bate ee ae | eo fiz nd fficers 
Ye Y Se a ‘ ge. as ; ee | aes. te _— . 
an RS “ : ee - hee == a 4.52 —— 
eS Se y . “ee: etalaneatee ; oe Se pr Ee BT d 
3 = ob sail : ee | => = = SS] tein ee 
«BC... 100.58% over 1940 © . _ ee ie 
Lipa ie ro ar. . — cilia SS S385 
ee a. SSS Rh Ree 
i eee a. |=. 2S J 4 SS! 
ie S| $3 | Spre SECM BS | 
2 r =>. ey “a ae |S, 
a : ed oS aed EES ee 
rn “- } *SRS/2=/==> ie 
fie oe | 
ae | a 
eg att ie) 
i oO k 
, _  » »”»” RE 
— pDELIVES” § 
ts) DOO MAILED | 
; i . 
se, “aire | 
Sead | | ORM 
en a | 
ne | | 
ie = 
a : bg af +e 
eee cone | 
Want gS ‘ | 
ae i an a 
- S, : ‘ | 
eee - 
ee es SSS 
A a, me o | | 
= PascrBIeM ns 
} Se oe Oo ns OP | 
= — ——- 9 
en Bae < 
an es Fe eS | RE 
eh iii — 
:2 oe / oe = - «<e | 
4 4 #, : ._ oo ae at x é | | R 
7 Bs BS pees 3 Pe aed Pee oe 
sh ee i a. . | 
tres foal ae in ee mee larc 
i a r _ae=--" | : 
- 
43 & e.—= | for 
- arts = in . 
- a | | i 
oe reyes, é at ? FF , < ras ee anst ‘ 
AONE ioe Le : 
eX, Be es OS ae A Sta 
a Ne re 
_ po. ee 
es setlists 3 “Abdel eee | | a 
iz ‘3 . “~s ¢ é th S 


12, IMME gvertising Age, June 12, 1944 


“Tee Closer Watch 


“ry Ad Allowances 
or ‘War Babies’ 


rill agra 
entire 
Our ne 
(Continued from Page 1) 
plicy, but in at least one impor- 
nt respect they prompt specula- 
on that allowances for “war 
bbies” will be carefully watched. 
Previously, the board had agreed 
hat its advertising allowances 
ould be based on the deductions 
anted by the Bureau of Internal 
evenue for tax purposes. Many 
the items which internal reve- 
e accepted as “ordinary and 


anizatiy 
1 that 
ly p 
3 Nort 
pared 
ough fiy 
can te 
through 


pt, “dor 
1 metho 
‘ormati 

way 
Sis. The 


IMS angsonable,” particularly for firms 
uld nihich have sprouted since war 
jay wheMarted, have aroused criticism 
all costiom the Truman committee of the 
it delivBenate, and other sources. 

10W Mor In their newest regulations the 
and fromoards are more reserved in their 


it wouliieceptance of internal revenue 
lly inte-fylings, agreeing only that “con- 
deration will be given” the fa- 
jliar statement of policy made 
y the bureau en Sept. 29, 1942. 


Dissatisfied with Past Rulings 


Although the renegotiation act 
ecifically requires that the 
oards recognize the internal reve- 
ue allowances, the restraint of 
e new language was taken here 
s a reflection of dissatisfaction 
ong many of the military fiscal 
ficers with a number of past 
lings, and an effort on their part 
pb reserve the right of indepen- 
ent action. 

Dealing with product advertis- 
ng, the new regulations point out 
at ordinarily “advertising of a 
pecific product of a character 
ifferent from that furnished 
inder contracts or subcontracts” 
ould not be allowed. 

But where normal peacetime 
oducts have been wholly or 
partly replaced by war products, 
e boards explained, “an amount 
product advertising not incon- 
stent with the past practices of 
¢ business may be considered as 
sentially institutional advertis- 
g designed to keep an adver- 
ser’s name or the identity of his 
oe products before the 
~.” 

As such, the board held, the cost 
ould be allocated against rene- 
ptiable as well as non-renego- 
Able assets. 


Consider Past, Present Ads 


ATION 
As determining what percentage 
ON... such contracts are excessive, 
hd therefore to be disallowed, the 
GEST bards adopted a ruling that the 
SOUTH blume of present and past adver- 
ode and sales should be consid- 
sporta- Special attention to product ad- 
world, rtising is expected to prove 
rings jpluable at this time because many 
of ine EC, CONtractors will be turning 
it oa tt of their efforts to civilian 
» (gocduction and others are expected 
g row. Place increasing emphasis on 
endous @@stwar markets. For firms en- 
ral ree #B8ed in civilian and war work 
‘ion to ultaneously, the boards have 
just as fled that expenses for product 
in onal vertising should be shared ac- 
asaneill ing to accepted accounting 
el hes thods. Copies of the regulations 
es has Be available in the federal regis- 
louston for June 7, or loose leaf form 
‘ket in 
over 4a 
dollars 
jumer 
his # RESEARCH HEAD 
en re 
m anes Research director of 
ecaade 
steady, | @rge agency looking 
for new connection 
in this : 
Ww 
MAR: ith a future. 
e 
Starting salary $9,000 
o 
c. Write Box 4847 


ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


from the Superintendent of Docu- 
ments, Government Printing 
Office, Washington. 

Despite release of the new rene- 
gotiation regulations, officials con- 
ceded that renegotiation would 
play a decreasing role in the econ- 
omy. For more than a year the 
department has emphasized re- 
pricing as a means of reducing 
excessive profits, and spokesmen 
for the department told the House 
appropriations committee this 
week that the entire renegotiation 
procedure will be discontinued at 
the end of this year. 


Baruch Plan Followed 


Of increasing importance are 
the provisions for advertising in 
contract termination settlements. 
As recommended in the Baruch 
report, most agencies have already 


agreed to pay prime contractors 
for advertising expense “con- 
sistent with a prewar program or 
to the extent reasonable under the 
circumstances.” 

This language was inserted into 
the House version of the Senate 
contract termination bill this week, 
and was also recommended for all 
war contracts with subcontractors 
by the Joint Contract Termination 
Board set up by the White House. 


Gruen Elects V.P.’s 


Simon C. Gershey, former east- 
ern sales manager, and Ernest A. 
Tupper, former assistant to the 
president, have been named vice- 
presidents of Gruen Watch Com- 
pany, Cincinnati, while Mr. Ger- 
shey has also been appointed 
Gruen sales manager. 
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RKO Tackles Tele with ara "+" director of 
© ae uthra & Ryan. 
New Subsidiary 


Radio-Keith-Orpheum Corpora- 
tion, New York, announced last 
week that it has formed a sub- 
sidiary to be known as RKO Tele- 
vision Corporation, at New York. 

Officers of the newly-formed 
subsidiary are N. Peter Rathvon, 
chairman of the board and RKO 
president, Frederic Ullman JZJr., 
president of Pathe News, presi- 
dent; Ralph B. Austrian, formerly 
assistant vice-president, RCA Mfg. 
Company, executive vice-presi- 
dent; and Malcolm Kingsberg, 
RKO treasurer, vice-president. In 
charge of television production 
will be Thomas H. Hutchinson, 
who was formerly television pro- 
gram manager of NBC, and more 


=" 700 MILLIONS: 
For Post-War Schools 
ARCHITECTURAL MEN 


WILL CONTROL 99% 
For greatest coverage use 


recognition. 


ammunition. 


Ordinarily, the columns of NPN are de- 
voted entirely to the problems which face 
management in the petroleum industry. In 
these wartime days, they have explained 
and asked compliance with more than 2500 
government directives. These columns have 


You “A” Coupon Drivers 
RATE A MEDAL 


ade YOU KNOW HIM... perhaps he is you 
...the chap who leaves the car in the garage 
while he plods for the trolley. He’s the fellow 
who realizes that gasoline is as vital as guns in 
winning the war. He’s the citizen who asks no 
special favors... the “A” card holder branded 
as “non-essential” but who truly deserves special 


In recent editorials, National Petroleum News 
points out why Washington should publicly and 
proudly recognize the willing co-operation of the 
loyal citizen who, without protest, is giving up 
his share of the national gasoline supply. NPN, in 
its editorials, urges that these patriotic “A” citi- 
zens could well be honored by a citation—some 
extra special insignia for their windshields alone. 
Such insignia would tell the “B’”’, “C”’ and other 
preferred gas users that they are using—or enjoy- 
ing—their extra gasoline and extra transporta- 
tion by reason of the generosity and patriotism of 
their fellow citizens, and that they should 
use that extra gasoline wisely because it is 


spurred the battle against black market and bogus 
coupon. They have fought for and with OPA in 
the interests of preserving one of America’s 
greatest industries. 

But, wars are won only when the people are 
solidly behind the war effort. That is why we urge ake: 
recognition for the “A” card holder... the for- . oe 
gotten man of 1944! National Petroleum News, ee. 
1213 West Third Street; Cleveland 13, Ohio. 


So importantly do sub- 


XK scribers regard National 
by Petroleum News that 
71 78.99% of expiring sub- 


voluntarily during the 


scriptions were renewed 
ON N-P-N last six months of 1943. 
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Here's Your 
Non-Metropolitan 


Each dot on the map represents a community and trad- 
ing area covered by one of the newspaper members 
of the 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


Albion Recorder Marshall Chronicle 

Big Rapids Pioneer Midland News 

Cadillac News Mount Pleasant Times-News 
Cheboygan Tribune Niles Star 

Coldwater Reporter 


Petoskey News 


Dowagiac News 
South Haven Tribune 
Grand Haven Tribune Sturgis Journal 


Greenville News 


Holland Sentinel Three Rivers Commercial 
lonia Sentinal-Standard Traverse City Record Eagle 
Manistee News-Advocate Ypsilanti Press 


If you are not using these home town daily newspapers 
you are missing an important part of the advertising 
coverage you should have in this great state. . . . Pub- 
lished in cities of from 5,000 to 20,000 they offer an 
advertising medium that gives 


100% Coverage 
Through Readership 
and R-E-S-U-L-T-S 


Find out right now how little it will cost you to use this 
complete list of newspapers and how much you will get 
for your money. 


Phone or write the national advertising representative. 


SCHEERER & COMPANY 


35 E. Wacker Drive, 441 Lexington Ave., 
Chicago 1, Ill. New York 17, N. Y. 
Phone: STAte 7942 Phone: MUrray Hill 2-2423 


Skilled merchandisers know that a 
radio station’s primary area is what 
counts. WMT delivers the largest 
primary area of any station in Iowa 
regardless of power! To make a 
“good deal” better, WMT’s 5,000 
watts deliver this larger coverage at 
the lowest rate per radio family in 
the state. 


—_ cocmcacoe \ » f 
@VASON city} ‘ 
ge Ona. ae 
er 
1OWN 2 Besions 
AVENPORT 
« AND 


BURLINGTON 


With the future of all free men at 
stake, thousands of WMT listeners 
habitually keep their dials at 600 

. where CBS, Mutual, Associated 
Press and United Press present 


present both major news services, that show why WMT ought to be on 
AP and UP. Experience proves that your schedules! May we send them 
complete news, plus greater primary now? 


BASIC COLUMBIA NETWORK A COWLES STATION 


CED WATERLOO 


Watts Day a ght « 6 Represente 


complete news coverage of every coverage equals more sales per dol-| mittee of 10 members, seven of 
fighting front. WMT is a Cowles lar invested for WMT advertisers.| whom have been suggested by 
station, the only group in Iowa to We'll be glad to send you other facts| NAEA, and tentatively approved. 


Newspapers Square 
Away for Greater 
Postwar Selling 


(Continued from Page 1) 


and those who make up your 
papers. 

“3. Exercise more supervision 
over your own people to decide 
which ads should be dropped when 
you are oversold. 


Notify Advertiser 


“4. When necessary to drop 
advertising, see to it that the 
advertiser is notified as soon as 
possible. beforehand. Don’t keep 
him guessing for months whether 
his ad ran or not. 

“5. Be consistent. 

“6. See if you can get together 
and work toward more uniformity 
on space limitations. 

“7. Give serious consideration 
to permitting national advertisers 
to buy less than the full run of 
the paper, at their option.” 
Newspapers should go all out in 
supporting the 5th War Loan 
drive, said S. George Little, special 
consultant to the Treasury Depart- 
ment. Newspapers, it was pointed 
out, have largely overlooked the 
promotional opportunities in their 
work in helping to sell the people 
of the country more than 500,000,- 
000 individual war bonds, more 
than 90% of which remain with 
their buyers. 


Sees Extensive Gain 


If newspaper advertising repre- 
sentatives “induced retailers to pro- 
duce ads just 20% more effective,” 
the stores could boost their direct 
sales from such advertising from 
$9,000,000,000 to about $11,000,- 
000,000, Clyde Bedell, merchandis- 
ing and advertising counselor, told 
the NAEA. 

“If retailers can afford an adver- 
tising cost of 5%—which they can 
easily, in effective ads,” he said, 
“they could spend $550,000,000 in 
your papers, instead of the present 
$450,000,000.” 

Today, however, Mr. Bedell em- 
phasized, “so much of the retail, 
and national, advertising that goes 
into the white space you sell is 
innocuous, inept, unprofessional, 
and suffering from selling anemia, 
that the giant power of the news- 
paper manifests itself in only a 
fraction of its opportunities. You 
are selling diamonds for glass.” 


Cites Competition 


To newspaper ad men who con- 
tend that the effectiveness of the 
space they sell is “not our busi- 
ness,” he replied: “Two other 
industries will make.-it their busi- 
ness. I refer to radio and televi- 
sion.” 

Mr. Bedell suggested a three- 
fold program for retail advertis- 
ers: (1) A series of “graphic post- 
graduate bulletins;” (2) A series 
of retail advertising clinics, and 
(3) “A postgraduate portfolio of 
advertising that sells.” 

Richard D. Slocum, general 
manager, Philadelphia Bulletin, 
described tentative plans for en- 
largement of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, and James W. 
Egan Jr., advertising director, New 
York Times, outlined, as chairman 
of the NAEA retail committee, a 
proposed retail bureau, which 
would function as a division of 
the Bureau of Advertising. 


Approval Is Sought 


The new setup, Mr. Slocum said, 
is not yet ready, and it must be 
approved by the ANPA. It would 
be supported by more funds to 
meet new conditions created by 
the war. Among committees to be 
established would be a sales com- 


These seven are Chester M. 
Campbell; Chicago Tribune; Stuart 
Chambers, St. Louis Post-Dispatch; 
William Ellyson Jr., Richmond 
News-Leader and Times Dispatch; 
Henry W. Manz, Cincinnati Post; 
W. G. Pfaffenberger, Los Angeles 
Times; C. E. Phillips, Rockford 


Sao 
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liam Robinson, New York Herald| have both retail store and new ompre! 
Tribune. paper experience, and would pigures 
Mr. Egan pointed out that news-| “able to meet and defeat the bepapers 
papers’ estimated national: adver-| that radio, magazines, outdoor ge beli¢ 
tising revenue in 1942 was about] any other form of advertising cgfind a! 
$150,000,000, “while that of retail | offer.” tacts.” 
advertising was over $400,000,000. A newspaper promotion title Mr. } 
The national advertising barn was | ‘What Is Your Advertising I, Q ell in | 
pretty well burned down before} was presented by C. E,. Phillip, vertiser’ 
we called in the fire department] Rockford Star and Register-p, pet loca 
to present a united front in na-| public. Chairman of the commit. orced ¢ 
tional advertising.” He urged that] tee extraordinary of NAEA angfates; & 
newspapers “modernize, fire-proof|member of the advisory commit.pers 
and prepare to enlarge our retail|tee, Bureau of Advertising, y,fircula' 
advertising barn before it is too| Phillips suggested the quiz promp,jinuing 
late.” tion idea and worked with g, con 
In addition to Mr. Egan, the} bureau in developing it. earch I 
retail committee, appointed late in Thirty-two questions on newsjoon W 
1943, consists of Donald M. Ber-| papers’ coverage, cost and reaq.pewSPal 
nard, Washington Post; J. T. Gris-| ership are included. The quiz j,} Dr: 
com, Nashville Banner and Ten-| presentation form will be offerggultant 
nesseean; W. R. Robinson, Muncie | at $20 and booklets with the samgnd Do! 
Evening Press; and Robert A.| questions at four cents each. Thactors | 
Wolfe, Detroit News. Bureau of Advertising will releasang met 
May Employ Salesman both soon. Pa 
H. H. Kynett, Aitkin-Kynet} “If th 
The committee, Mr. Egan said,|Company, Philadelphia, chairma,jonable 
favors immediate employment of|of the newspaper committee ofthe re 
“a competent salesman, whose} American Association of Advertispill be 
duties will be to contact and sell} ing Agencies, pointed out that “thgnter t 
central chain offices on newspaper | greatest weakness of newspapepinditio 
advertising.” This man _ would| presentations lies in their lack oilers 4 
e war 
a seme [). 1 


war tret 
which 
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jecompé 
jelf-ser' 
jailer - 
Unusuat California Position ng 
* jising 
Open For Advertising Executive thain s 
Upper bracket four-figure salary — on 
fixed per cent of gross sales follow- On > 
ing war—business is leader in West Se wil 
in its field—offers secure peace- erially 
time career and permanent residence housan 
in Los Angeles for the right man. eek ni 
} fignmer 
Requirements: Successful experience in the | a, 


direction and use of all forms of advertising 
and sales promotion. Personal ability to 


e can 
write, edit and produce house organ, direct or dist 

- ° “Whil 
mail and other material to and for dealers, See of 
and point of sale material. Personality and ion wil 


judgment to coordinate efforts and desires 
with policy of management, and work of sales 
department and advertising agency. Knowl- 
edge and inclination to use consumer re- 
search, sales and market facts as yardstick 
for all expenditures. 


Please Write giving a brief personal and Sir 
business biography. Your letter will be held “Twe 
in strict confidence. If it indicates the job esearct 
would be a happy one for you, and for us, — 
you will have an adequate opportunity for a ent of 
complete presentation of your capabilities. ‘otion 
Address: Room 711, 811 West 7th Street, ai Thee 
Los Angeles 14, California. 
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TRY THIS ON YOUR PHONE 


+ 


» « You will find 
it a satisfying 
number becavus¢ 
it opens the 
quick, sure way 
to the complete 
and economical 
handling o 
. . » Write or Phone for your production 


one of our Representatives requirements 
—Let us show you samples of work 
we are doing for successful institutions. © 


. 

FAITHORN CORPORATION 
Ad-Setters + Engravers + Printers ties’ 
400 N. Rush St., Chicago 11 > Whi. 2300 PRINTING at $3 


DAY AND NIGHT SERVIC! 
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ehension of what market 

oul ioe mean.” As far as news- 

the bedpapers themselves are concerned, 

tdoor he believed, “disclosed facts of any 

sing cakind are better than undisclose- 
acts.” , 

: Kynett urged publishers to 
an a their rate cards which ad- 
bhilie ertisers get national and which 
ster-Re bet local rates. He disapproved of 
commitforced circulation and combination 
EA pe ates; urged more daily newspa- 
conual fers to join the Audit Bureau of 
ing M irculations, and praised the Con- 
Z prea! jnuing Study of Newspaper Read- 
vith g, conducted by Advertising Re- 
earch Foundation, which, he said, 
oon will cover more than one 


n news : ‘ 

hewspaper in a city. 
. Bema ‘y Howard T. Hovde, con- 
= Mfferequltant to the Bureau of Foreign 


‘ind Domestic Commerce, cited 10 
= same tors which might change retail- 
11 releasing methods and markets after the 

‘War 


“if the war ends _— a — 
: nable period ahead,” he said, 
sine the retail trades, by and large, 
A dvertispill be in a strong position to 
ter the postwar period. This 
ndition is better than many re- 
lers anticipated at the outset of 
e war.” 
Dr. Hovde predicted some post- 
yar trend toward the larger store, 
which “cashes in on customer 
raffic in denser population areas, 
companied by the principle of 
lf-service merchandising. . . Re- 
iler - guided distribution may 
ying about more national adver- 
ising for department store and 
hain store private brands.” 


Sees Consignment Selling 


On the other hand, he explained, 
‘manufacturer - guided _ distribu - 
ion will undoubtedly expand ma- 
erially after the war. . . Because 
thousands of manufacturers will 

k national distribution, con- 
igmment selling may be. preva- 
 - 
“No clear-cut pattern for post- 
ar distribution has yet developed. 
e can look for a wild scramble 
r distributive outlets. 

“While in the long run, ultimate 
tosts of production and distribu- 
ion will tend toward lower levels 
.. over-all wholesale and retail 
losts should remain about their 
rewar level in the immediate 


selling expense 
ill probably rise because of the 
troduction of new products.” 


Simmons Lists ‘Cautions’ 


“Twenty points of caution” in 
esearch techniques were  pré- 
ented to the NAEA by Russell L. 
mmons, Cleveland Press, presi- 
ent of National Newspaper Pro- 
‘tion Association. 

These are: “Start off with a 
know nothing’ attitude; conduct 
urvey to learn—not prove; avoid 
reconceived ideas of _ results; 


ide unpleasant results—tell the 
hole truth; use a_ scientifically 
ccurate sample—there’s no safety 
numbers; include questions to 
eck against known facts; avoid 
mplicated, unexplainable meth- 
8; explain method fully in all 
ublished reports.” 

Also, “Point out any weaknesses 
limitations in your method; 
late sources clearly for all out- 


will find 
tisfying 
because 
ns the 
ure way 
complete 
onomical 
ing of 


ADVERTISING MEN! 


This book of prize-winning utili- 
ties’ advertisements is available 
at $3 a copy. Write C. J. Allen, 
onnecticut Light and Power Co., 
Waterbury, Conn. 


side information used; don’t ex- 
tend results to market size unless 
you definitely state the size of 
your sample; don’t try to learn too 
much from too few reports; avoid 
basing percentages or extensions 
on small numbers; keep your sales 
story divorced from your statisti- 
cal report; keep report brief, with 
more details available on request; 
build presentation in interest of 
the recipient; be a ‘big brother’ to 
him—not a ‘mother-in-law’; stick 
to the Golden Rule from beginning 
to end.” 


Describes Portland Market 


H. R. Failing, advertising di- 
rector of the Journal, Portland, 
Ore., gave a chart talk on “Look- 
ing Ahead—Portland Plans for 
Postwar Days.” The charts showed 
the wartime growth of the Port- 
land area; outlined the plan of 
Robert Moses for postwar im- 
provements there; told of findings 
by Henry J. Kaiser on recent Port- 
land industrial expansion, and a 
decade of consumer studies there 
by R. L. Polk & Co. 

Vernon Brooks, New York 
World - Telegram, described the 
procedure in a study by New York 
newspapers on “radio’s effective- 


ness for retail advertisers.” This, 
he said, followed “the published 
recommendation of the National 
Association of Broadcasters. . . 
Crossley, Inc., highly respected 
and with years of experience in 
this work, was approached and 
accepted the commission” for the 
study. Also included in it were 
data on newspaper readership 
from the Clark surveys, “con- 
ducted in a manner similar to the 
Continuing Study of Newspaper 
Reading. 

“Our primary purpose,” Mr. 
Brooks explained, “was to accur- 
ately and unbiasedly inform our- 
selves and the retail advertisers. 
We are convinced that we used the 
services of three of the most repu- 
table and expert research organi- 
zations of their respective. fields.” 

In a panel on national advertis- 
ing, James R. Brumby, Atlanta 
Journal, said the job of selling the 
market should be coordinated with 
that of selling the newspaper. 
“Every newspaper also should sell 
newspapers as a whole” and em- 
ploy in its market the findings of 
newspapers in others. 

Charles Conland, Hartford Cour- 
ant, showed that one effect of 
space rationing has been replace- 


ment of dealer cooperative adver- 
tising with direct manufacturer 
copy. 

Charles J. Feldmann, Des Moines 
Register and Tribune, chairman of 
the panel, described the trend 
toward cooperative sales efforts by 
newspapers, through the NAEA, 
Bureau of Advertising, and the 
American Association of Newspa- 
per Representatives. 


Steers Leaves PR&L 
for New Agency 


William E. Steers, for 14 years 
media director of Pedlar, Ryan & 
Lusk, New York, has resigned to 
join the newly- 
formed agency 
of Doherty, 
Clifford & Shen- 
field, New York. 
He will serve 
as secretary © 
and director of 
media. 

The new 
agency is com- 
posed of former 
executives of 
Pedlar, Ryan & 
Lusk, who re- 


W. E. Steers 
cently resigned (AA, May 239.) 


ANPA Asks Courtto ._ 
Quash ‘Esquire’ Order 

In a brief filed June 7, Ameri- 
can Newspaper Publishers As- 
sociation asked U. S. district court 
for the District of Columbia to set 
aside the order of Postmaster Gen- 
eral Frank C. Walker suspending 
second class mailing privileges of 
Esquire because it fails to make a 
“special contribution to the public 
welfare,” and to grant a motion 
made by publishers of the maga- 
zine for an injunction restraining 
Mr. Walker from enforcing the 
order. 

Asserting that there are thou- 
sands of newspapers and maga- 


i|}zines now granted second class 
|| mailing privileges and that no one 


man or group controls the policies 
of any large proportionate num- 
ber of them, ANPA declares in its 
brief that Mr. Walker is claiming 


=|powers that would make him, in 


effect, the censor of all publica- 
tions using the mails, in violation 
of the constitutional guarantee of 
freedom of the press. Pending a 
judicial review of his action, the 
Postmaster General has suspended 
the effective date of the order. 
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@ Your advertising in INDUSTRIAL AVIATION makes a 
: | point of Sales Contact with some 15,000 men who are the aviation 
4 market today. 

These are the men who must know and approve your product, 

SE for they hold pivotal positions in production, in engineering and 
wat in management, throughout the aircraft industry. 

a INDUSTRIAL AVIATION’S/ably edited articles on new prod- 
ucts, new designs, new production techniques give executive read- 
ers information they must have to keep in touch with developments 

, throughout the industry, give the advertiser an effective reader 

/ interest among the men who make the decisions. And there is no 

/ waste circulation, for the magazine is strictly limited to subscrip- 
‘tions from the men who make or directly influence every impor- 
/ tant buying decision. 

j For coverage, for economy, for effective advertising display 

P “facing editorial” INDUSTRIAL AVIATION is the logical “point 

' of sales” medium. Ask a representative for further information. 


Industrial Aviation 
ZIiFF-DAVIS Publishing Company + 540 North Michigan Avenve, Chicago 11, Illinois 


Offices: New York © Washington ® Los Angeles * London * Toronto 
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Boston’s 
Only ALL-DAY 


Newspaper... 


...is the only Boston newspaper bringing 
its readers such a star-spangled galaxy of 
top-flight columnists and commentators as: 
Walter Lippmann, Dorothy Thompson, 
Ernie Pyle, Fletcher Pratt, Ernest K. 
Lindley, Jay Franklin, Samuel Grafton, 
John Lardner, Henry McLemore, Ed Sul- 
livan, Dorothy Dix, Grantland Rice, 
Polly Webster, Helen Lombard, Stanley 
Woodward, John Steinbeck and others. 


*All comics, editorials, columns, cartoons and other features appear in A.M. Grose and in P.M. Grose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 
. -- practically no duplication. , 


The Boston Globe 


MORNING + EVENING +: SUNDAY 
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PLYMOUTH PENNANT—Adaptations of the current advertising Plymouth Divi- 


[cents sion of Chrysler Corp. uses on the theme “True Yesterday—in Trust for To- 
t : 7 . . . . eae . 
| Bese morrow" are these ''streamlined" painted boards, now in nine leading cities, with 
aS | other locations to be added as space becomes available. N. W. Ayer & Son 
is the agency. 
th 
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POSTWAR PLANNING NOW—This is one of the display plans drawn up by Easy Washing Machine Corp., Syracuse, N. Y., 

and included in a new portfolio for dealers. Every type and size of store and appliance department is included in the 

suggested merchandising plans, which, present color drawings, ee sketches and full construction details. (Story on 
Page 55. 


NEW PRESIDENT-—Surrounded by some of the officers of the NAEA who 
served with him when he held the position of first vice-president of the group 


i 


of the NAEA. Left to right: William Wallace, Toronto Star, former NAEA 
president; Mr. Manz; standing, Irving C. Buntman of Milwaukee, secretary- 
treasurer, and Robert K. Drew, Milwaukee Journal, 2nd vice-president. 


FREE A MARINE 


ce TO FIGH 


GLAMOR GIRLS—For its summer line of straw and Panama hats, Adam Hats, Se ee 
New York, is using newspaper ads and window displays like these, all built 


ze : at ratories' medical journal ad, was pre- 
around the jingle used on radio spot announcements, “| Go for a Man Who sented to the Marine Corps as a re- NAEA DELEGATES—Talking over the first day's session of the Newspaper 
Wears an Adam Hat.’ Stars of stage, screen and radio support the slogan 


: cruiting poster for the Women's Re- Advertising Executives convention are, left to right: C. V. Lehman, Williams, 
in the entire campaign, which also runs in trade publications. Glicksman Ad- serve. The artist is Lawrence Beall Lawrence & Cresmer; Edwin A. Sutphin, New York Sun; George Eager, Phila- 
vertising Co., New York, handles the account. Smith. 


delphia Bulletin, and Norman Rose, Carl Byoir & Associates. (Story on Page |.) 
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g Coday 
We Pray... 
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that Our Brave 
Fighting Men and 
oday / 1 En te Pca i 
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we attack - 3 Quick is en! ao ; > 
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One Notion indivisible! + 3 
oe bene ! 
aaron, ed bivonth 
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D-DAY AND WAR BOND COPY—Advertisers in both the United States and Canada were ready with insertions to run in newspapers on D-Day, as witness these samples of special messages marking the 
ow invasion date, and spurring war bond sales. Department stores in individual cities, national advertisers—including Park & Tilford, Minneapolis-Honeywell Regulator Co. and International Business Ma- 
ines Corp.—and others used paid space for special prayers and tributes. Some papers omitted advertising entirely to devote their columns to invasion news, while others restricted copy. (Story on Page |.) 
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is Henry W. Manz of the Cincinnati Post, now president for the coming year - 
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LONE in the Australian Bush 

... miles from any doctor 

.-+a 23-year-old nurse looks 

down at a stricken, pain-racked 
little girl. 

“Polio,” the dread crippler of childhood, has struck 


. 


again ...and there is no known treatment. 


The nurse stares down at the moaning child... at 
her own empty, helpless hands. And then—but let 
Sister Elizabeth Kenny herself tell you the story: 


“I knew nothing of infantile paralysis then,” she 
says. “But I did know muscle structure. Years before 
I had even thought of becoming a nurse, I had read 
every book on anatomy I could lay my bands on. 


“Now that knowledge stood me in good stead! 
i = Amy’s muscles were contracted. The contraction must 
be overcome ... In my mind one thought kept pound- 
ing: Heat will do it! But what kind of heat?” 


Today all America knows the rest. How, praying 
to God for help, Sister Kenny at last found the answer 
to her question, and saved her little patient... How, 

% from that night’s agonizing experience, she developed 
a revolutionary treatment of infantile paralysis . . . 


"I say it reverently, that God was my Directing Doctor. ..""— Sister Elizabeth Kenny in The American Weekly, March 26, 1944 


POLIO! And only FAITH and 
» her READING & help her. 


How the great medical world, at first doubting and 
hostile, is gradually coming to her door. 


7 7 7 


IT SO HAPPENS that, long before any other general maga- 
zine had taken serious note of Sister Kenny’s work, the people 
in more than 7,750,000 families had already read her story 
in The American Weekly. The article appeared in the issue of 
August 17, 1941. It is by no accident that this occurred. 


For Sister Kenny’s article is of that great category of mov- 
ing, human experiences—of struggle and achievement, of 
heartbreak and triumph, of love and sacrifice—which have 
ever moved men to think and feel deeply. 


To it attaches that profound and questing interest of all 


THE 


Greatest 
Circulation 


in the World 


people, of every class and age, in the mysteries of medicine 
and science . . . the beauty and power of art, music and liter- 
ature .. . the hope and inspiration of religidn. 


Of such interests—deep, fundamental, eternally human— 
The American Weekly builds its fascinating articles... stories 
told with a simplicity and skill that stir the imaginations, the 
emotions and the thinking of millions. 

And so, each week, distributed from coast to coast through 
20 great Sunday newspapers, The American Weekly continues 
to implant and encourage that priceless habit of reading 
which has been the greatest single influence of our age. 

The manufacturer who associates his product or his com- 
pany with such an influence is tying in with the greatest 
force known in advertising. 


ERICAN 


== LAWEEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 
Branch Offices: Heanst Bioc., Curcaco .. . . « 5 Wivrnnor Square, Boston .. . . . Ancave Buoc., St. Lours . . . . Hanna Bioc., Cusverann 


Cunenat Morons Buoc., Dermorr. . . . . 101 Manterra St., Artanta . . 


+ « « Eowow Buoc., Los Ancetes . . . 


. « Heansr Buoc., San Francisco 
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